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Abstract 
Destination Marketing Organisations (DMO) is “any organisation, at any level, 
which is responsible for the marketing of an identifiable destination” (Pike, 2004). 
Destination marketing organisations are the main player in marketing and creating a 
competitive advantage for tourism destinations (Pike, 2008). Stakeholder satisfaction 
with the DMOs performance is essential for the success of these organisations. 
Although the DMO literature acknowledges the importance of stakeholder 
satisfaction for the DMO and destination’s effectiveness, there is limited research 
addressing stakeholders’ perceptions and DMO performance (Pike and Page, 2014). 
Additionally, the effect of stakeholders’ engagement on their satisfaction level has 
not yet been examined.  
Thus, the research problem “To what extent does stakeholder engagement 
mediate the relationship between the DMO’s performance and the stakeholder’s 
satisfaction with the DMO’s performance?” was justified for investigation. The 
purpose of this study was to examine the effect of engagement on stakeholder 
satisfaction with the DMO’s performance. Customer satisfaction theory was applied 
to develop a conceptual framework for this study. 
The research context for this study was tourism stakeholders in Oman. The 
data was collected using both online and paper-based surveys. Given the current 
stage of the research theory, a survey was the most effective and efficient 
quantitative instrument to solicit DMO stakeholders in order to report on their level 
of engagement and satisfaction with the DMO’s performance. This study also 
investigated stakeholders’ engagement and satisfaction in the context of the DMO’s 
performance; thus, these tourism businesses were an appropriate sample to address 
the research question and draw conclusions regarding the whole population. Several 
analyses were conducted to assess the relationship between the study constructs. 
First, importance-performance analysis (IPA) was used to evaluate the performance 
of the DMO. It was found that the DMO’s overall performance was good; however, 
there were some activities that the DMO needed to enhance and focus on. Second, a 
one-way between groups analysis of variance (ANOVA) was conducted to assess the 
impact of business size, age, and type on level of satisfaction. The results showed no 
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difference of satisfaction level among the sample groups. Third, to test the mediation 
effect and investigate the study hypotheses, an approach underlined by Baron and 
Kenny (1986) was followed. The approach consisted of correlation analysis, 
regression analysis, and finally, using the Sobel test to evaluate the significance of 
the mediation effect. The results supported the study hypotheses and indicated that 
engagement partially mediated the relationship between the DMO’s performance and 
stakeholder satisfaction. Lastly, a correlation analysis was conducted to assess the 
relationship between the DMO’s activities and stakeholder satisfaction. The DMO’s 
activities were found to have moderate to high correlation with stakeholder 
satisfaction. 
This study makes three theoretical contributions by enabling researchers to 
have a better understanding of what satisfies a DMO stakeholder. First, this research 
is one of the first to recognise the importance of stakeholder engagement as a 
mediating mechanism that explains the relationship between DMO performance and 
stakeholder satisfaction. The research findings provide evidence that stakeholder 
engagement mediates the relationship between DMO performance and stakeholder 
satisfaction. Second, the study expands the customer satisfaction theory to the 
stakeholder context and proposes engagement and a mediator. Third, the research 
seeks to contribute the limited literature regarding stakeholder satisfaction with 
DMO performance, especially in the Middle East region.  
The major practical contribution offered by this study is that of providing an 
important guideline for DMOs to enhance their relationship with stakeholders of 
tourism destinations. In particular, as the Omani DMO has only been in existence for 
a decade, this research provides the first measures of stakeholders’ satisfaction. In 
addition, the study offers important implications for DMOs with similar context to 
understand how engagement might influence the satisfaction level of stakeholders. 
To summarise, this thesis offers a comprehensive view of stakeholder satisfaction in 
a DMO setting and an empirical test to its potential antecedents.  
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Chapter 1: Introduction 
1.1 RESEARCH BACKGROUND 
1.1.1   The importance of tourism 
Tourism has become one of the fastest growing industries in the world and one 
of the major players in international trade (World Travel & Tourism Council, 2014). 
It is also one of the primary sources of income in many developing countries (World 
Tourism Organization, 2014a). The World Travel and Tourism Council claims that 
tourism is the worlds’ largest industry. There were 1.087 billion international tourist 
arrivals in 2013, an increase of 5% from 2012, which was expected to grow by 
another 4% to 4.5% in 2014 (World Tourism Organization, 2014a). International 
tourism receipts reached US $1159 billion in 2013 and contributed 9% to global 
gross domestic product (GDP) (World Tourism Organization, 2014b). Tourism offers 
almost 9% of direct, indirect, and induced employment opportunities (World 
Tourism Organization, 2014a). In global tourism demand terms, Europe continues to 
be the most visited region with 52% of international tourist arrivals in 2013 (World 
Tourism Organization, 2014a). However, Asia and the Pacific were the fastest 
growing regions with a 6% increase in international tourist arrivals in 2013 (World 
Tourism Organization, 2014a). International arrivals grew by 5% in Africa and 3% in 
the Americas, while it was flat in the Middle East (World Tourism Organization, 
2014a). Meanwhile, China was the top tourism generating destination in the world, 
spending US $129 billion on the international tourism industry (World Tourism 
Organization, 2014a).  
The importance of the industry increases as the volume of tourism businesses 
equals or even exceeds that of oil exports, food production, or automobiles (World 
Tourism Organization, 2014b). The growth of the industry allows for more 
diversification and competition among destinations. Tourism does not only spread its 
benefits over tourism businesses, it contributes to other industries as well, such as 
telecommunication, construction, and agriculture. It also contributes to the economic 
well-being of nations and provides quality of life to tourism destinations by offering 
revenue and employment opportunities in different sectors.  
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1.1.1.1 Economic benefits 
More and more governments are recognising the importance of tourism to their 
national economy (Crouch & Ritchie, 1999). Governments and private sectors 
consider tourism a major source of economic and regional development (Hall, 1998). 
Tourism enables nations to diversify their economies by adding a new source of 
income, along with the contribution of foreign capital and international investments 
(Hall, 1998). Tourism leads to an increase in a nation’s GDP and provides direct and 
indirect employment for residents (Page & Connell, 2006). Tourism can also reduce 
the overseas debit of countries and contribute to their balance of payment, which is 
mainly measured by direct tourist expenditure (Hall, 1998).  
To track the economic impact of tourism within the economy, the ‘multiplier 
effect’ is used (Hall, 1998). The concept of the multiplier effect categorises tourist 
expenditure into a) direct, b) indirect, and c) induced effect on economies (Archer, 
1995). The direct impacts are results from the initial tourists spending on tourism 
products and services, such as the tourist expenditure on hotel accommodation. The 
indirect impact is the additional effects of trading between various sectors in the 
economy as a consequence of the initial export receipts, for example, the purchase of 
furniture by the local hotel (Mason, 2008). Whereas, the induced impact is the 
further consequence of re-spending the initial exports earnings in the economy, for 
example, the purchase of food from a local supermarket by the hotel employee (Hall, 
1998). It is worth noting that leakage from the economy might occur when there is 
no possible further re-spending of tourist expenditure (Hall, 1998).    
1.1.1.2 Socio-cultural benefits  
Tourism benefits not only the industry, but the societies of the destinations as 
well. Aside from the creation of jobs, tourism is considered a mechanism for 
providing social services for local communities and a force for better international 
understanding (Hall, 1998). Tourism contributes to the provision of infrastructure 
and superstructure for the residents of the destinations, which leads to the 
improvement of their life style and standards of living (Page & Connell, 2006). It 
also enhances national pride and encourages interaction between hosts and guests, 
allowing for cultural interchange and awareness (Page & Connell, 2006). In addition, 
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tourism allows for the rejuvenation of urban areas through the construction of new 
infrastructure by creating tourist precincts or hosting tourism events in those areas 
(Hall, 1998). Tourism revitalises non-industrialised regions, revives the social and 
cultural life of locals, and preserves their local arts, traditions, and cultural activities 
(Mason, 2008). Aboriginal people can also benefit from tourism, as it provides 
employment opportunities for them and preserves their culture (e.g. selling 
traditional crafts to tourists, hosting cultural events) (Hall, 1998).  
1.1.1.3 Environmental benefits  
Tourism also has a positive environmental impact. As tourism facilities and 
infrastructure are not sufficient in themselves to attract tourists, the tourism industry 
depends on the environment (Hall, 1998). Tourist destinations enhance the visitor 
experience by improving their landscapes (Page & Connell, 2006), by creating tourist 
attractions such as botanic gardens, zoos, protected areas, and national reserves, 
tourism protects the flora and fauna. Such tourism attractions also provide economic 
value to the environment by providing employment opportunities and sources of 
income, which can be used to preserve the environment (Page & Connell, 2006). 
Tourism income also provides a rationale for governments to conserve and restore 
historic buildings and cultural landscapes (Page & Connell, 2006).  
1.1.2 Tourism destinations 
Tourism destinations are places where tourists experience tourism activities. 
The World Tourism Organization defined local tourism destinations as “a physical 
space in which a visitor spends at least one overnight. It includes tourism products 
such as support services and attractions, and tourism resources within one day’s 
return travel time. It has physical and administrative boundaries defining its 
management, images and perceptions defining its market competitiveness. Local 
tourism destinations incorporate various stakeholders often including a host 
community, and can nest and network to form larger destinations.” (World Tourism 
Organization, 2014c). Buhalis (2000) described destinations as “amalgams of 
tourism products, offering an integrated experience to consumers” (p. 97). Bornhorst, 
Ritchie, and Sheehan (2010) defined tourism destinations as  “a geographical region, 
political jurisdiction, or major attraction, which seeks to provide visitors with a range 
of satisfying to memorable visitation experiences.”(p.572). Bieger (1998) identified 
destinations as a place that offers all the essential facilities for its guests, including 
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entrainment, lodging and transportation, has at least one independent brand and 
qualified workforce and offers a starting point for the creation of new brands.  Due to 
the variety of products and services that destinations provides to tourists, Morgan, 
Pritchard, and Piggott (2003) and Bregoli (2013) characterised destinations as highly 
fragmented, as they composite a bundle of products and industry components that 
make it the most difficult entity to manage.  
There are different types of tourism destinations. For instance, Page and 
Connell (2006) categorised destinations from the tourist’s perspective into 
conventional resorts, business tourism centres, environmental destinations, day-trip 
destinations, and en-route destinations. In addition, Pike (2008) clustered 
destinations into three categories: destinations that exist as a political boundary (i.e. 
the Gold Coast, Australia), as a section of a political boundary (i.e. Darling Harbour, 
Sydney, Australia), or across political boundaries (i.e. Outback Queensland, 
Australia).  
With the variety of tourism products and the acknowledgement of tourism 
economic and socio-cultural benefits, tourism destinations have intensive 
competition for markets and consumers, which requires the destinations to have a 
well-developed marketing strategy (Page & Connell, 2006). The tourism industry is 
one of the most competitive marketplaces, with ten major destinations attracting 
approximately 70% of the international tourism market (Morgan et al., 2003). In 
addition to the favourites of Europe and North America, many new destinations have 
emerged, such as Asia and the Pacific, which recorded the fastest growing regions 
with a 6% increase in arrivals compared to 5% and 3% for Europe and North 
America respectively (World Tourism Organization, 2014a). The World Tourism 
Organization 2014 report revealed that Asia and the Pacific were the fastest growing 
destinations with a 6% increase in international arrivals and an above 8% increase in 
tourism receipts. However, Europe remains the sixth highest tourism region with 
51.8% of the market share (World Tourism Organization, 2014a). The top tourism 
destinations of 2012 in terms of tourism arrivals were France, United States, Spain, 
China, Italy, and Turkey. Whereas the 2013 Travel and Tourism Competitiveness 
Index revealed that Switzerland, Germany, Austria, Spain, the United Kingdom, and 
the United States were the most six competitive destinations in terms of the travel 
 Chapter 1: Introduction 5 
and tourism regulatory framework, business environment and infrastructure, and 
human, cultural, and natural resources (Blanke & Chiesa, 2013). 
1.1.3 Destination competitiveness  
Destination competitiveness is defined as “its ability to increase tourism 
expenditure, to increasingly attract visitors while providing them with satisfying, 
memorable experiences, and to do so in profitable way, while enhancing the well-
being of destination residents and preserving the natural capital of the destination for 
future generations” (Ritchie & Crouch, 2003, p.2). Buhalis (2000) highlighted the 
investment concept of destination competitiveness, which he explained as the 
destination’s ability to achieve more long term profitability than its competitors and 
to attract investment opportunities from the industry. Buhalis (2000) remarked that 
due to the differences between demand and supply at different stages of the 
destination life cycle, different marketing strategies should be developed at each 
stage. Peters, Siller, and Matzler (2011) clarified that destinations should utilise 
market-based and resource-oriented approaches to remain competitive by adding 
value to their products and sustaining resources. In the market-based approach, 
destinations should develop and implement strategies according to the analysis of 
external environment and potential markets, while the resource-oriented approach 
includes the identification of the destinations resources’ strengths and weaknesses 
and based on that, developing a strategy that depends on the core competencies of the 
destination to attract a suitable market (Peters et al., 2011).  
The tourism destination literature acknowledges the importance of tourism 
stakeholders for the competiveness of the destination. For instance, Armenski, 
Gomezelj, Djurdjev, Curcic, and Dragin (2012) asserted that alignment of the 
management of the destination and tourism resources would advance destination 
competitiveness. Many authors have argued that the success of different suppliers at 
destinations depends heavily on the competitiveness and attractiveness of their 
destinations (Cai, Qiu, & Li, 2007; De Carlo, Cugini, & Zerbini, 2008; Pike & Page, 
2014). Given the high level of competition in the tourism industry, De Carlo et al. 
(2008) emphasised the need for stakeholder collaboration to increase the 
attractiveness of the destination and enhance its ability to attract visitors. Buhalis 
(2000) and Dwyer, Mellor, Livaic, Edwards, and Kim (2004) affirmed that 
enhancing local communities’ standard of living should be the ultimate goal of 
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destination competitiveness. Morgan et al. (2003) pointed out that a destinations’ 
capability of maintaining a competitive advantage relies on its ability to deliver a 
quality visitor experience, which depends on stakeholders, partners, and the 
distribution network. Conducting market research is crucial for developing or 
retaining a competitive advantage (Page & Connell, 2006).  
In addition, satisfaction is viewed as a key source of superior performance and 
business success in today’s competitive environment (Eusebio & Armando Luis, 
2013). Within such a competitive industry, tourists’ satisfaction is the ultimate 
objective of tourism marketing strategies, given that it influences destination choice, 
spending, repurchase intention, and word of mouth (Eusebio & Armando Luis, 
2013). Chi and Qu (2008) asserted that destination managers should establish a high 
tourist satisfaction level to create positive post-purchase tourist behaviour and 
improve destination competitiveness. Although it has been argued that measuring 
and satisfying the perceptions of stakeholders forms an important part of 
organisation’s performance (Rodriguez-Melo & Mansouri, 2011), thus far the 
tourism destination literature has investigated the relationship between destination 
performance and satisfaction almost exclusively from a tourist perspective, largely 
ignoring the stakeholders’ perspective. Stakeholders can affect the ability of the 
destination to achieve its objectives (Sheehan & Ritchie, 2005). In addition, 
stakeholders should be involved in the destination strategies to ensure their loyalty 
and commitment (Sartori, Mottironi, & Corigliano, 2012). Given that there is very 
little research addressing stakeholders’ perceptions of destination and DMO 
performance (Pike & Page, 2014), this study aims to review the destination 
performance from the stakeholder’s perspective.  
1.1.3.1 Key destination competitiveness models 
To achieve a destination’s competitiveness, there are specific requirements that 
the destination needs to address. De Carlo et al. (2008) highlighted the importance of 
developing indicators to monitor destination competitiveness. Mazanec, Wober, and 
Zins (2007) stated that the interpretation of destinations competitiveness is more 
likely to focus on price levels. The World Travel and Tourism Council established a 
competitiveness monitor that evaluates global destinations according to eight main 
categories: price competitiveness, human tourism, infrastructure, environment, 
technology, human resources, openness, and social development (Blanke & Chiesa, 
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2013). Visitor numbers, expenditure, market share, foreign exchange earnings, 
economic impacts on income and employment were the criteria proposed by Dwyer 
et al. (2004). Mazanec et al. (2007) agreed with the indicators proposed by Ritchie 
and Crouch (2003) which included tourism expenditure, visitor numbers, memorable 
experience, residents’ well-being, and natural resources preservation. Based on the 
indicators proposed by Ritchie and Crouch (2003), Dwyer et al. (2004) developed his 
integrated model of destination competitiveness which included core resources 
(inherited resources and created resources), supporting factors and resources, 
destination management, demand conditions (awareness, perception, and 
preferences), and situational conditions (external environment). Armenski et al. 
(2012) used a similar model to compare two tourism destinations, Slovenia and 
Serbia. In addition, there are five dimensions of destination competitiveness 
projected by Prideaux and Cooper (2003): appeal, management, organisation, 
information, and efficiency. Pike and Page (2014) summarised the success factors of 
destination competitiveness into an attractive environment, profitable industry, 
positive visitor experiences, ongoing investments in new product development, a 
sustainable community, supportive host community, ease of access, and effective 
organisation. 
Given the vast number of destinations in such a competitive market, there is a 
need to be organised. Morgan et al. (2003) highlighted that despite the aggressive 
competition, most destinations promote the same tourism products, such as blue seas, 
clear skies, and golden beaches, making them indistinguishable from each other. 
Therefore, branding became essential to use destination resources effectively to 
compete in the marketplace (Morgan et al., 2003). Nations have been establishing 
destination marketing organisations to organise and sell tourism destinations in the 
global market. Pike (2004) emphasised that the rationale of developing a DMO is to 
enhance the long term competiveness of the tourism destinations. Pike (2004) added 
that there is no such an active entity as DMOs that have a holistic interest in the 
quality of the traveller experience, the host community wellbeing and tourism 
businesses profitability. Apart from developing a competitive edge, destination 
organisations ensure tourism sustainability, improve tourism earnings, build a brand 
identity, and distribute the tourism benefits (World Tourism Organization, 2014c).    
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1.1.4 Destination marketing organisations (DMOs) 
Destination marketing organisations (DMOs) are the key players in tourism 
destinations. Pike (2004) defined destination marketing organisations as “any 
organisation, at any level, which is responsible for the marketing of an identifiable 
destination.” (p.14). Some authors argue that the DMO is a marketing organisation  
and it is inappropriate to refer to a DMO as a Destinations Management Organisation 
as most of the destinations have no or less control over the destination’s resources 
and tourism stakeholders (Prideaux & Cooper, 2003; Pike & Page, 2014). However, 
the abbreviation of DMO had been used by the majority in the literature to refer to 
destinations management organisation, which includes the marketing role of the 
organisation (Bornhorst et al., 2010; Buhalis, 2000; Crouch & Ritchie, 1999; Ritchie 
& Crouch, 2000; Sheehan & Ritchie, 2005). Bornhorst et al. (2010) questioned who 
should take the responsibility of coordinating the various stakeholders in the 
destination if the DMO is not playing the leadership role in the destination. From the 
stakeholders point of view, a DMO is considered a service organisation rather than a 
development organisation (Bornhorst et al., 2010). Buhalis (2000) added that 
referring to these organisations as management entities allows them to be responsible 
for the planning and marketing of the destination, and they can use the power and 
resources to achieve their organisational objectives. Nevertheless, despite how the 
term has been used to refer to these organisations; there is a common agreement on 
the vital marketing role of these organisations. For instance, Sheehan and Ritchie 
(2005) defined destination management organisations as visitor centres that are 
accountable for coordinating the efforts at the destination to attract tourists. Although 
Sheehan and Ritchie (2005) referred to these organisations as management 
organisations, they affirmed the role of attracting visitors, which is mainly 
considered a marketing function. Based on the literature review, in this paper the 
abbreviation of DMO refers to destination marketing organisations.   
1.1.4.1 DMO structure 
A DMO’s structure is considered to be one of the elements of destination 
competitiveness and DMO effectiveness. However, Pike and Page (2014) revealed 
that no universal model for DMO structure currently exists. DMOs differ from one 
destination to another in terms of ownership (government, private sector, or both) 
and coverage (national, regional, or local based). Some DMOs are based on the 
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national or state level, such as Tourism Australia and Tourism Queensland, while 
others may include groups of countries such as the European Travel Commission that 
represents 37 European National Tourism Organisations (Pike, 2004). Pike (2008) 
stated that although DMOs were historically operated by governments, public-private 
partnership (PPP) is becoming the most common form of DMOs. A PPP generally 
consists of a private sector board that is appointed by, and reports to, government 
representatives (Pike, 2004). Poetschke, Conlin, and Baum (1995) identified four 
ways by which the industry could work with governments to form PPPs. The private 
sector could act as a lobby group, an advisory group, a general commission, or a 
tourist authority (Poetschke et al., 1995). These forms range from a lobby group 
providing informal input for the design and implementation of a tourism policy by 
the government, to having more control over the industry by establishing a separate 
tourist authority that involves detailed planning and decision making with the 
government (Poetschke et al., 1995).  
There is a universal tendency to privatise the functions performed by 
governments in the tourism industry, mainly to reduce the dependence on the public 
budget (Hall, 1998). According to the World Tourism Organisation (UNWTO) 
Destination Management Programme, tourism governance is becoming highly 
decentralised, as key industry stakeholders have further been involved in the policy 
making process and actively engaged in tourism development and destination 
management issues (World Tourism Organization, 2014c). While the UNWTO 
highlighted the advantage of the existence of DMOs as a government body that 
enables it to influence tourism policy and being in-charge of the promotion activities, 
Poetschke et al. (1995) declared the benefits of public-private governance of DMO. 
These benefits include representation of all stakeholders, creation of a win/win 
situation, combination of expertise, rising funds potentials, and enhancement of 
communication channels (Poetschke et al., 1995).      
1.1.5 DMOs and stakeholders 
No organisation can succeed without the support of its stakeholders. 
Stakeholders are crucial for the effectiveness of DMOs (Strong, Ringer, & Taylor, 
2001). Stakeholders are defined as “any group or individual who can affect or is 
affected by the achievement of the organisation’s objectives” (Freeman, 1984, p.48). 
Stakeholders can be classified into primary and secondary stakeholders in order to 
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determine where DMO efforts should be focused (Sheehan & Ritchie, 2005). 
Primary stakeholders are those who have formal and official relationships with the 
organisation, have high potential to threaten the DMO, and are essential for its 
survival. Secondary stakeholders are those who can affect or are affected by the 
organisation, have moderate potential to threaten the DMO, and are not essential for 
its survival (Sheehan & Ritchie, 2005). Thus, DMOs should focus on primary 
stakeholders to achieve organisational effectiveness.  
In the context of tourism, there are a variety of stakeholders in tourism 
destinations such as hotels, restaurants, airlines, travel agencies, and tourism 
attractions (Sheehan & Ritchie, 2005). These stakeholders supply tourism products 
and services to tourists and contribute to the destination experience (Morgan et al., 
2003). For the purpose of the current study, tourism operators in Oman (including 
tour operators, accommodations, travel agents, restaurants, shopping centres, 
museums, parks, car retail, banks, insurance companies, money exchange 
companies) were the target population of this study based on tourism literature. 
These tourism businesses were selected based on their knowledge and experience of 
the tourism industry in Oman.  
 
The role of DMOs towards stakeholders has been addressed by many authors. 
Buhalis (2000) stated that DMOs should perform as tools and facilitators among their 
stakeholders in order to achieve their strategic goals and ultimately satisfy 
stakeholders. Sheehan and Ritchie (2005) acknowledged that DMOs should have an 
understanding of the stakeholders who could affect their ability to achieve 
organisational objectives. Sartori et al. (2012) confirmed that the priority of DMOs 
should be attracting and involving the different stakeholders in branding and 
communication strategies to ensure their loyalty and commitment. d'Angella and Go 
(2009) added that DMOs should make decisions and manage the relationship in the 
network that affects the organisation and its stakeholders’ performance, and helps 
external organisations, such as tour operators, to bring tourists to the destination. 
Slocum and Everett (2014) affirmed that DMOs play an important role in uniting 
destinations, as they serve as intermediaries between the different interests of 
destination stakeholders. Morgan et al. (2003) highlighted that it is essential that the 
branding campaigns of tourism destinations reflect the values of destinations 
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stakeholders, while not ignoring the realities of the marketplace. This step reduces 
the potential frustration and unwillingness to be involved by the stakeholders and 
yields an integrated branding campaign (Morgan et al., 2003). 
1.2 JUSTIFICATION FOR THE RESEARCH 
Several studies in the satisfaction literature indicated that performance 
contributes to satisfaction, based on the pioneering theory of Oliver’s (1997) 
expectation/disconfirmation model, which acknowledges that performance can affect 
satisfaction (Oliver, 1997; Olsen, 2002; Spreng, MacKenzie, & Olshavsky, 1996). In 
tourism, the association between the tourist’s evaluation of destination attributes and 
satisfaction had been addressed by several authors (Chang, Chen, & Hsu, 2012; Chi 
& Qu, 2008; Chung & Petrick, 2013; Eusebio & Armando Luis, 2013). It has been 
suggested that the tourist’s positive experiences provided by tourism destinations 
positively influence satisfaction. Chung and Petrick (2013) affirmed that improving 
destination attributes can contribute to improving tourists’ overall satisfaction. Chang 
et al. (2012) added that providing attractive quality elements of destinations would 
enhance tourists’ satisfaction. However, tourism literature has thus far examined the 
relationship between performance and satisfaction almost exclusively from a tourist 
perspective, largely ignoring the stakeholders’ perspective. Although it has been 
argued that measuring and satisfying the perceptions of stakeholders forms an 
important part of companies’ performance (Rodriguez-Melo & Mansouri, 2011), 
Pike and Page (2014) reviewed the literature of DMOs and destination marketing 
since 1973, and observed that there was very little research addressing stakeholders’ 
perceptions of destination and DMO performance. Therefore, this study aimed to test 
the association between DMO performance attributes and stakeholder satisfaction 
Further, the literature suggests that stakeholder engagement with the DMO’s 
performance also contributes to their satisfaction (Chi & Qu, 2008; Chung & Petrick, 
2013; Selin & Myers, 1998; Sloan, 2009; Strong et al., 2001). Strong et al. (2001) 
highlighted that investing in relationship-building activities on a consistent basis was 
one of the key factors to developing stakeholder satisfaction. Selin and Myers (1998) 
added other elements that contribute to stakeholder satisfaction: working 
relationships, shared potential, and goals accomplishment. Chung and Petrick (2013) 
argued that DMOs should enhance their collaborations with stakeholders to improve 
destination competitiveness. Despite the emphasis on stakeholder engagement in 
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tourism destinations, DMO literature has not yet focused on stakeholder engagement 
as an element of stakeholder satisfaction. Thus, this study argues that DMO 
performance indirectly impacts stakeholder satisfaction through engagement.  
1.3 RESEARCH QUESTION AND RESEARCH HYPOTHESES 
Based on the justification for the research, this study aimed to provide answers 
to the following research question:  
“To what extent does stakeholder engagement mediate the relationship 
between the DMO’s performance and the stakeholder’s satisfaction with 
the DMO’s performance?” 
 
More specifically, this thesis aimed to attain the following objectives:  
 To identify the DMO attributes important for stakeholder satisfaction.  
 To display how well the Omani DMO performs in marketing Oman as a 
tourism destination from the perspective of stakeholders. 
 To show the extent of the engagement of tourism stakeholders in Oman 
with the Ministry of Tourism. 
 To determine the extent to which tourism stakeholders in Oman are 
satisfied with the performance of the Ministry of Tourism, and 
 To identify the effect of engagement on stakeholders’ satisfaction with 
the DMO’s performance. 
In order to answers the research question and achieve the study objectives, 
literature regarding DMOs, stakeholders, and satisfaction was reviewed. 
Additionally, based on Oliver’s (1997) satisfaction theory, this research proposed a 
model for stakeholder satisfaction to describe the role of engagement in the 
relationship between stakeholder satisfaction and DMO performance.   
The research hypotheses were developed using a conceptual framework 
presented in Section 2.5. The following two hypotheses were proposed to investigate 
the relationships between DMO performance, engagement, and satisfaction.  
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H1: A high level of perceived performance will be positively related to a high 
level of stakeholder satisfaction. 
H2: A high level of engagement will mediate the relationship between 
perceived performance and stakeholder satisfaction, such that stakeholders 
who are more engaged with the activities performed by the DMO are more 
likely to be satisfied.  
1.4 RESEARCH METHODOLOGY 
The research method used for this study was a survey. Given the current stage 
of the research theory, a survey was the most effective and efficient quantitative 
instrument to solicit DMO stakeholders to report on their level of engagement and 
satisfaction with the DMO’s performance. In addition, this study also investigated 
stakeholders’ engagement and satisfaction in the context of the DMO’s performance; 
thus, these tourism businesses were an appropriate sample to address the research 
question and draw conclusions about the whole population. Further, all items for 
measuring the DMO’s performance, satisfaction, and engagement were adapted from 
previous studies. In addition, based on the data analysis of this study, IPA, ANOVA, 
regression, and correlation analysis were conducted in order to test the relationships 
between the three variables, including DMO performance, stakeholder engagement, 
and stakeholder satisfaction  
1.5 RESEARCH CONTRIBUTION 
This study makes three theoretical contributions by enabling researchers to 
have a better understanding of what satisfies the DMO stakeholder. First, this 
research is one of the first to recognise the importance of stakeholder engagement as 
a mediating mechanism that explains the relationship between DMO performance 
and stakeholder satisfaction. The research findings provide evidence that stakeholder 
engagement mediates the relationship between DMO performance and stakeholder 
satisfaction. Second, the study expands the customer satisfaction theory to the 
stakeholder context and proposes engagement and a mediator. Third, the research 
seeks to contribute to the limited literature regarding stakeholder satisfaction with 
DMO performance, especially in the Middle East region.  
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The major practical contribution offered by this study is that of providing 
important guidelines for DMOs to enhance their relationships with stakeholders of 
tourism destinations. In particular, as the Oman DMO has only been in existence for 
a decade, this research will provide the first measures of stakeholder satisfaction. In 
addition, the study offers important implications for DMOs with similar context to 
understand how engagement might influence the satisfaction level of stakeholders. 
1.6 STUDY CONTEXT - OMAN TOURISM 
The Sultanate of Oman started recently and has been carefully developing the 
tourism industry in the country. The tourism industry in Oman was boosted and 
officially organised in 2004 with the establishment of the Ministry of Tourism. 
Tourism had been chosen as one of the alternative sources of income, away from the 
predominate dependence on oil and gas production that contributes by more than 
50% to the national GDP (Oman Air, 2009). Oman has a population of around three 
million people living in 309,500 km2 with a 3,165 km length of coast line. 
According to Butler’s (1980) Destination Life Cycle theory, the tourism industry in 
Oman is still in the growth stage, as tourist arrivals are still very limited, but it is 
growing and the majority of infrastructure and superstructure of the tourism industry 
is still under-construction (Oman Air, 2009). UNWTO statistics estimated that in 
2014, tourist arrivals were expected to grow by 9.7%, and the country was expected 
to attract 1,660,000 international tourist arrivals (World Travel & Tourism Council, 
2014). In 2013, the tourism sector contributed by 2,078.6 OMR million to GDP and 
generated 72,000 direct jobs, 6.4% of total employment (World Travel & Tourism 
Council, 2014).   
In addition, by 2010 there were 282 hotels and apartments in the country 
offering a total of 17,492 beds (Ministry of Tourism, 2014b). A total of 254.6 OMR 
million was invested in the Omani economy by the travel and tourism sector and it 
was expected to rise by 11.7% in 2014. However, it is important to mention that a 
significant share of a large number of the tourism projects established in Oman are 
owned by the Omani government and/or the private sector beside the foreigner 
investors (Oman Air, 2009). Oman has two tourism seasons, the first one is during 
winter (December - February), which attracts tourists from western counties, and the 
summer season (June - September), which attracts tourists from neighbouring gulf 
countries. Thus, as the tourism industry is new and fresh, the government has opened 
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the door for the foreign investment to help share the experience of building and 
developing the new industry (Ministry of Tourism, 2014b). 
According to the Travel and Tourism Competitiveness Report, in 2013 Oman 
ranked 5th in the Middle East region and the 57th out of 140 countries. Oman has 
good price competitiveness in the travel and tourism industry (rank 29th among 140 
countries), safety and security (30th), reasonable travel and tourism policy rules and 
regulations (38th), and acceptable ground transportation infrastructure (41st). 
However, the country has weak environmental sustainability (87th) and a shortage of 
qualified labour (86th) (see Table 1.1 for more details). In terms of international 
tourist arrivals of 2012, Oman also ranked the 5th in the Middle East region with 
1,987 million arrivals, after Saudi Arabia (14,276 million), Egypt (11,196 million), 
Dubai (8,977 million), and Jordan (4,162 million) (World Tourism Organization, 
2014a). However, in terms of international tourism receipts, Oman ranked the 8th, 
earning US $1,095 million (World Tourism Organization, 2014a). Dubai (US $10 
million) earned the most of the international tourist receipts in the region, followed 
by Egypt (US $9,9 million) and Saudi Arabia (US $7 million) (World Tourism 
Organization, 2014a). While Saudi Arabia and Dubai held the biggest share of the 
market in 2012 (25.6 % and 19.4 % respectively), interestingly, Oman was the fastest 
growing destination with 48% growth compared to 2011 (World Tourism 
Organization, 2014a).  
 
Table 1.1 Oman Travel & Tourism Competitiveness Index.  
The Travel & Tourism Competitiveness Index Rank (out of 140) 
Travel & Tourism Competitiveness Index of 2013 57 
Regulatory framework 56 
     Policy rules & regulations 38 
     Environmental sustainability 87 
     Safety & security 30 
     Health & hygiene  71 
     Prioritisation of travel & tourism  60 
Business environment & infrastructure 47 
     Air transportation infrastructure 53 
     Ground transportation infrastructure 41 
     Tourism infrastructure 57 
     ICT infrastructure 53 
     Price competitiveness 29 
Human, cultural & natural resources   76 
     Human resources 54 
           Education & training  42 
           Availability of qualified labour  86 
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     Affinity for travel & tourism  43 
     Natural resources 79 
     Cultural resources 78 
Source. Adapted from: Blanke and Chiesa (2013) 
 
1.6.1 Oman’s DMO history/structure  
The Ministry of Tourism is the destination marketing organisation in Oman. 
Unlike most of the recent DMOs in western countries, the Omani DMO is owned and 
operated by the government. However, this is consistent with newly developing 
destinations and as the DMO matures, the private sector will require greater input. 
The Ministry of Tourism was established in 2004 (Ministry of Tourism, 2014b) and 
joined the World Tourism Organisation (UNWTO) the same year (World Tourism 
Organization, 2014d). While the first National Tourism Organisation established in 
the world was in 1901 by the New Zealand government and it took another fifty 
years for the private sector to involve the government (Pike, 2008).   
The Ministry of Tourism aims to diversify the economy, preserve the cultural 
integrity, and protect the natural environment. The Omani DMO conducts 
international and national marketing activities, such as awareness campaigns, events 
marketing and promotions, E-marketing, airline marketing, and participation in travel 
trade and consumer shows and exhibitions (Ministry of Tourism, 2014a). 
Within the ministry, the Directorate General of Tourism Promotions works 
together with other divisions associated with planning, development, investments, 
quality assurance, administration, and finance (see Figure 1.1). The division of the 
Directorate General of Tourism Promotions consists of four departments: Promotion 
and Tourism Awareness, Domestics Tourism, Tourism Activities, and External 
Offices departments. The Department of External Offices is responsible for the 
management of representative offices located in some of the existing and potential 
tourist generating countries, such as the United Kingdom, Germany, France, the 
Netherlands, Belgium, Italy, Russia, United Arab Emirates, India, and Australia. The 
role of these offices is to manage the international marketing activities and mainly 
represent Oman as a tourism destination (Ministry of Tourism, 2014a).  
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Figure 1.1 Ministry of Tourism Organisation Chart.  
Source: Adapted from Ministry of Tourism (2014) 
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1.7 THESIS STRUCTURE 
This thesis is developed over five chapters. Chapter 2 discusses the research 
issue regarding stakeholder satisfaction with DMO performance from a synthesis of 
literature of DMOs, stakeholders, and satisfaction. Theories from customer 
satisfaction are synthesised to develop a model of stakeholder satisfaction. The 
proposed model describes the mediating role of engagement between DMO 
performance and stakeholder satisfaction. Furthermore, a conceptual framework and 
research hypotheses are presented. 
Chapter 3 describes and justifies the importance and rationale of the 
methodology employed for this study: quantitative survey research. Following this, 
the process of sample design (target population, sample frame and size, and sampling 
procedures) are discussed. Further, the construct measures, the survey design, and the 
issues of validity, reliability, and ethics are explained. 
Chapter 4 analyses the data collected from the sample to test the conceptual 
framework developed in Chapter 2. SPSS was utilised to analyse the data. Different 
statistical analyses including IPA, ANOVA, and mediation analysis were conducted 
to test the relationship between the study constructs and the results are presented. 
Chapter 5 offers a discussion of the data results and research hypotheses. The 
chapter ends with a conclusion about the hypotheses, theoretical, and practical 
contributions of this study, research limitations, and recommendations for further 
research. 
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Chapter 2: Literature Review 
2.1 BACKGROUND 
Tourism plays a vital role in nations’ economic and community welfare. It contributes to 
nations’ income and provides employment opportunities for residents. Additionally, tourism can 
improve standards of living and help preserve culture and the environment. To capture tourism 
benefits, many nations construct a concept of the destination to create a demand for the products 
and services they offer (Page & Connell, 2006). At the early stage of development, the demand 
for the new destination is high, as consumers are willing to pay for its niche attributes (Page & 
Connell, 2006). However, as these destinations mature, offering similar products to other tourism 
destinations, competing destinations come on stream, as the consumers’ decision to visit will be 
based on the destinations competitiveness, such as price (Page & Connell, 2006). Therefore, 
governments established destination marketing organisations (DMOs) to help the industry 
compete with others in the market. DMOs are “any organisation, at any level, which is 
responsible for the marketing of an identifiable destination.” (Pike, 2004, p.14). DMOs have 
become key players in the increasingly competitive tourism market. Their role involves 
increasing visitor numbers, creating a brand, conducting market research, representing the 
destination, and coordinating with stakeholders. In addition, meeting stakeholder needs is an 
essential part of the DMO’s role to achieve organisation effectiveness and destination 
competitiveness. This section reviews the literature of destination competiveness, the role of 
DMOs, and stakeholder satisfaction and engagement.  
2.2 DESTINATION COMPETITIVENESS AND THE ROLE OF THE DMO  
Destination competitiveness is the rationale for the establishment of DMOs (Pike, 2004). 
However, the destination competiveness is affected by the DMO’s effectiveness (Crouch & 
Ritchie, 1999). DMOs are considered the primary vehicles to attract visitors and compete with 
other destinations (Pike & Page, 2014). Many authors have identified some DMO roles that 
contribute to its effectiveness. Bornhorst et al. (2010) asserted that the most important function 
of a DMO is marketing, which contributes to its success. Prideaux and Cooper (2003) assured 
that the destinations’ ability to develop pull-factors and positive image would reduce in the 
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absence of an effective marketing body in the destination. Community relations, making the 
destination successful in the eyes of stakeholders, and economic indicators, such as employment 
and income, are other criteria that contribute to the success of the DMO (Bornhorst et al., 2010). 
Pike and Page (2014) pointed out that using resources efficiently and being effective in the 
market are indicators of DMO effectiveness. 
The promotion of tourism through marketing campaigns is one of the main roles of DMOs 
(Hall, 1998). Page and Connell (2006) added that increasing the visitation level is one of the 
principle tasks of marketing organisations. DMO activities focus on designing and executing the 
marketing strategies to counterpart destination resources with market opportunities (Pike & Page, 
2014). Buhalis (2000) also identified the marketing functions of a DMO as developing of the 
products and differentiating them, protection of the destination image and resources, posing 
pricing regulations, producing brochures, acting as a one-stop service, and using the internet and 
new technologies to compete with rivals. Middleton and Clarke (2012) declared that DMOs are 
not producers or operators, as they generally do not sell tourism products directly to visitors; 
however, they can influence the quality of the delivered products. Page and Connell (2006) 
stated that DMO tasks ranged from preparing marketing plans and advertising campaigns, 
organising familiarisation trips, to creating newsletters, and attending trade and consumer 
exhibitions. In addition to the functions determined by Page and Connell (2006), Middleton and 
Clarke (2012) added the following roles of a DMO, which are providing research data and 
marketing intelligence, establishing offices in generating markets, organising workshops and 
trade shows, producing brochures and trade manuals, participating in joint marketing, offering 
information and reservation systems, assisting and protecting customers, and providing advice 
for the industry.  
In addition, Hall (1998) asserted that DMOs should identify potential target markets, use 
the best method to attract them, direct visitors to where they can buy tourism products, and retain 
domestic tourists to reduce leakage. Bieger (1998) added that DMOs should provide an 
information pool for the industry and populations, as well as developing a marketing strategy, 
developing tourism products, organising events, and training personnel. Apart from establishing 
a competitive edge, the UNWTO indicates that improving tourism yield and building a strong 
and vibrant brand identity are some of the benefits of such destination bodies (World Tourism 
Organization, 2014c). Morgan et al. (2003) remarked that DMOs should not only promote the 
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destinations, they should encourage and guide stakeholders’ investments in the development of 
tourism products. They should also collaborate with other industries, such as films or sports, to 
bypass the traditional way of advertising (Morgan et al., 2003) .  
The communication and coordination aspect of DMOs is also highlighted in the literature. 
d'Angella and Go (2009) stated that DMOs should perform as a “hub firm” that provides 
information about the whole destination for tourists and stakeholders, and a “controller”, as it 
allows certain activities to be executed in the destination. Bieger (1998) highlighted the 
importance of using new media and technologies to facilitate DMO functions, as this helps them 
to build up a reservations system and create distribution channels to promote new offers and 
services. Other authors emphasise the communication, coordination, and collaboration function 
of DMOs (Bornhorst et al., 2010; Dwyer & Kim, 2003; Prideaux & Cooper, 2003). However, 
Buhalis (2000) claimed that as DMOs had failed in controlling marketing activities in the past, 
they should only coordinate and guide, rather than commencing a comprehensive marketing 
strategy. Slocum and Everett (2014) stated that DMOs are moving towards a management role as 
they adapt to technological changes, manage tourist expectations, mitigate impacts, confront new 
avenues of competition, recognise creative partnerships, and find new measures of success.  
2.3 DMO PERFORMANCE MEASUREMENT 
Measuring DMO effectiveness is essential for destination competitiveness. The literature 
shows little interest in the measurement of DMO performance (Pike & Page, 2014). Many 
authors did not measure DMO performance by itself; they measured it as an element of 
destination competiveness (Armenski et al., 2012; Crouch & Ritchie, 1999; De Carlo et al., 
2008; Dwyer & Kim, 2003; Dwyer et al., 2004; Enright & Newton, 2004; Ritchie & Crouch, 
2000). Pike and Page (2014) indicated two perspectives in measuring DMO effectiveness, 
internal and external.  
Internal indicators measure the DMO’s performance as an effective organisation. Pike 
(2008) referred to these indicators as organisation performance indicators. These indicators 
measure the efficient use of resources, meeting objectives, and appropriateness of activities 
(Pike, 2008; Pike & Page, 2014).  Bornhorst et al. (2010) added that supplier relations, effective 
management, strategic planning, organisational focus and drive, proper funding, and quality 
personnel were unique to the indicators of DMO success.   
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Externally, DMO performance is evaluated in terms of the effectiveness of activities in 
relation to market competitiveness (Pike & Page, 2014). Pike (2008) referred to these indicators 
as market performance indications. The market performance indicators are visitor metrics, 
marcom evaluations, and consumer-based brand equity (CBBE) (Pike, 2008). Bornhorst et al. 
(2010) identified the variables that contribute to destination success, which are location and 
accessibility, attractive product and service offerings, and quality visitor experiences. Pike and 
Page (2014) indicated that market performance is measured by visitor metrics, marketing 
communication effectiveness, and branding performance. The present study focused on the 
external measurement of the DMO performance, as it was aimed at measuring the DMO’s 
performance from the stakeholder’s perspective.    
It is crucial to determine the performance attributes that are important to the customers, 
otherwise the usefulness of the evaluation of the organisation’s performance will be limited 
(Martilla & James, 1977). Identifying the key feature marketing mix should be the starting point 
of the development of the attribute list (Martilla & James, 1977). Previous research developed 
the list of the attributes through various qualitative research techniques, such as unstructured 
interviews and focus groups (Martilla & James, 1977). These sources provided valuable 
guidance for future researchers to screen the important attributes to avoid low response rates and 
unnecessary data manipulation (Martilla & James, 1977). Therefore, in this research an overview 
of the DMO literature was conducted to indicate the measures of the DMOs’ external 
performance. The aim of the review was to identify the performance attributes and activities 
essential for the DMO’s effectiveness from stakeholders’ perspective.  
Table 3 represents 26 DMO performance activities indicated by different authors. The 
reviewed studies were conducted in different country contexts, mainly focused on developed 
countries (US, Scotland, Canada, and Europe). In addition, two studies looked at DMOs in 
Eastern countries such as Hong Kong (Enright & Newton, 2004) and Korea (Dwyer et al., 2004). 
Some of these studies used the same attributes to assess the performance of two different 
destinations (Armenski et al., 2012; d'Angella & Go, 2009; Dwyer et al., 2004). Thus, it can be 
argued that there is a general agreement regarding the attributes essential for the effectiveness of 
DMOs, and that these can be applied to different study contexts.  
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The review demonstrates the importance of each attribute for DMO performance 
effectiveness by tracing the number of times it was mentioned in the literature. The cumulated 
attributes address mainly the marketing and communication activities of the DMOs. In particular, 
10 attributes were related to the DMO’s role in working with stakeholders, while the rest (16 
attributes) addressed the marking function of DMOs. The DMO activities of “assist & support 
private sector product development”, “provide training opportunities” and “coordinate & 
cooperate with stakeholders” were the most frequently cited among the 26 activities. 
Interestingly, these three activities are associated with the DMO’s relationship with its 
stakeholders. The development of special events, conducting market research, and using new 
technologies in marketing and communication were also perceived as highly important. DMO 
activities of “provide promotion budget” and “provide spokesperson with government agencies”, 
were the least cited by those authors.  
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Table 2.1 DMO activities by authors  
Activities  Evans 
and 
Chon 
(1989) 
Selin 
and 
Myers 
(1998) 
Crouch 
and 
Ritchie 
(1999) 
Buhalis
(2000)
Ritchie 
and 
Crouch 
(2000) 
Dwyer 
and Kim 
(2003) 
Prideaux 
and 
Cooper 
(2003) 
 
Dwyer et 
al. (2004) 
 
Enright 
and 
Newton 
(2004) 
d'Angella 
and Go 
(2009) 
Bornhorst 
et al. 
(2010) 
Armenski 
et al. 
(2012) 
Sartori 
et al. 
(2012) 
Bregoli 
(2013) 
Frequency 
Assist & support 
private sector 
product 
development 
                    9 
Provide training 
opportunities                        9 
Coordinate & 
cooperate with 
stakeholders 
                 9 
Develop and 
promote special 
events 
                 8 
Conduct market 
research to define 
target markets & 
key competitors 
                  8 
Use of new 
technologies and 
internet in 
communication and 
marketing 
                   7 
Develop linkage 
with regional 
tourism 
organisations to 
promote the entire 
region 
            6 
Develop the 
marketing mix 
(product, price, 
promotion, 
distribution) 
              6 
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Decision making 
involvement                 6 
Raise awareness of 
the brand among 
stakeholders              6 
Create image              5 
Operate the 
destination 
Welcome Centre                  4 
Communicate 
promotional plans to 
local businesses  
                  4 
Develop sales staff 
to solicit group 
business 
              4 
Attend consumer & 
trade travel shows                 4 
Flexibility & 
responsiveness             4 
Attract foreign  
investments                 4 
Raise awareness of 
the brand 
internationally  
          4 
Brand development              4 
Development 
through media 
promotion & 
advertisement  
        3 
Provide networking 
opportunities            3 
Represent local 
businesses      
     3 
Conduct 
familiarisation trips    
       3 
 26 Chapter 2: Literature Review 
Conduct 
differentiation 
strategy  
            2 
Provide promotion 
budget         1 
Provide 
spokesperson with 
government 
agencies  
               1 
Country context  US US NA NA NA NA Australia Australia 
& Korea  
Hong 
Kong 
Barcelona 
& Vienna 
Canada Slovenia 
& Serbia 
Italy Scotland 
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To further examine performance attributes, the websites of four DMO’s were 
analysed to determine the marketing activities they conduct. The review included 
Oman and two major competitors in the region, Qatar and the United Arab Emirates. 
In addition, Tourism Australia was also added to the review as an example of DMOs 
in developed countries for comparative purpose. The review revealed that there are 
common marketing practices across the DMOs around the world. A comparison 
between the role of the DMOs in the literature (Table 3) and the actual activities 
conducted in the industry (Table 4) affirms that the DMO literature addresses most of 
the activities performed by DMOs in day to day practice. 
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Table 2.2 Marketing activities conducted by DMOs 
 
 
Marketing Activity Oman 
(Ministry of 
Tourism, 
2014a) 
United Arab 
Emirates 
(Abu Dhabi 
Tourism & 
Culture Authority, 
2014) 
Qatar 
(Qatar 
Tourism 
Authority, 
2014) 
Australia 
(Tourism 
Australia, 
2014) 
Operate the destination welcome 
centre 
      
Develop and promote special events         
Communicate promotional plans to 
local businesses  
       
Development through media 
promotion & advertisement  
       
Develop linkage with regional tourism 
organisations to promote entire region 
     
Spokesperson with government 
agencies  
    
Assist & support private sector 
product development 
        
Conduct market research to define 
target markets & key competitors 
        
Develop staff to for different 
markets/products 
     
Attend consumer & trade travel shows        
Develop the marketing mix (product, 
price, promotion, distribution) 
    
Use of new technologies and internet 
in communication and marketing 
        
Networking opportunities        
Provide promotion budget      
Flexibility & responsiveness      
Education & training opportunities         
Attracting foreign  investments         
Represent local businesses          
Stakeholders  involvement in decision 
making  
        
Raise awareness of the brand among 
stakeholders  
       
Raise awareness of the brand 
internationally  
       
Familiarisation trips       
Differentiation strategy        
Creating image      
Brand development        
Coordinate & cooperate with 
stakeholders 
        
Airline marketing        
Development of new tourism products         
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One of the most significant indicators of DMO effectiveness is the quality of 
relationships with stakeholders. Many authors have addressed the importance of 
building and maintaining strong relationships with stakeholders (Bornhorst et al., 
2010; Byrd, 2007; d'Angella & Go, 2009; Sartori et al., 2012; Sheehan & Ritchie, 
2005). Stakeholders can affect the DMO’s ability to achieve strategic goals (Buhalis, 
2000; Sheehan & Ritchie, 2005). With such a diverse industry, with global 
competition and more sophisticated travellers, it is essential for all parities within the 
tourism destination to engage in smooth coordination and co-operation to provide 
appropriate tourism products and services (Buhalis, 2000; Chi & Qu, 2008). This 
step will not only enhance tourist satisfaction, but also destination competiveness, 
stakeholder satisfaction, and ultimately DMO effectiveness (Buhalis, 2000; Chi & 
Qu, 2008). The next section introduces stakeholders, as they play an important role 
in the success of the DMO. 
2.4 STAKEHOLDERS 
Stakeholders are defined as “any group or individual who can affect or is 
affected by the achievement of the organisation’s objectives” (Freeman, 1984, p.48). 
Freeman’s definition of stakeholders is the most cited definition in the literature 
(Rawlins, 2006). However, Mitchell, Agle, and Wood (1997) stated that Freeman’s 
definition is not generally accepted among scholars working in the stakeholder field 
and it needs to be refined. They argued that Freeman’s definition is very general, and 
assumes the organisation’s relationship with the stakeholders does not differ from 
one stakeholder to another (Mitchell et al., 1997). Therefore, Mitchell et al. (1997) 
categorised attempts at defining stakeholders into “narrow” and “broad”. Narrow 
definitions are concerned with groups that have direct impact on a firms’ economic 
interest, whereas broad definitions identify stakeholders as participants who have an 
exchange relationship with the organisation (Mitchell et al., 1997). In the current 
study context, the DMO is owned and operated by the government, which 
experiences great control over the tourism industry. The industry decisions are made 
by the Omani government, and tourism stakeholders (including hotels, restaurants, 
airlines, travel agencies, and tourism attractions) do not have a direct influence on 
these policies and decisions; however, they are affected by the decisions made by the 
DMO. Given that Oman tourism stakeholders do not have a direct impact on the 
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DMO economic interest, the broad definition suggested by Mitchell et al. (1997) is 
more applicable for the stakeholders in the present study. 
The tourism destination literature acknowledges that identifying stakeholders is 
vital for DMOs, as they play an important role in DMO effectiveness. Mitchell et al. 
(1997) highlighted that the identification of stakeholders allows organisations to 
avoid problems and enhance the organisation’s effectiveness. Grunig and Hunt 
(1984) determined four linkages to identify the relationships between organisations 
and stakeholders. The first linkage is an enabling linkage, which identifies 
stakeholders who have control over the organisation. The second is a functional 
linkage, which identifies stakeholders who are essential to the function of the 
organisation: they can be divided into input function (including stakeholders 
involved with creating products and services, such as suppliers and employees) and 
output function (including stakeholders who consume the products or services, such 
as retailers and customers). The third linkage is a normative linkage, which includes 
stakeholders who share common interests with the organisation (Rawlins, 2006). 
Finally, diffused linkage refers to stakeholders that interact with the organisation 
during crises but have no frequent interaction with the organisation. In addition, 
Mitchell et al. (1997) identified three attributes by which organisations can classify 
their relationship with their stakeholders and prioritise them. These attributes are 
power, by which one actor can force another to do something; legitimacy, referring 
to acceptable actions by society norms and beliefs; and urgency, referring to the 
degree to which the stakeholders’ claims needs immediate attention (Mitchell et al., 
1997).  
In the context of tourism, there are a variety of stakeholders in tourism 
destinations such as hotels, restaurants, airlines, travel agencies, and tourism 
attractions. These stakeholders supply tourism products and services to tourists and 
contribute to the destination experience (Morgan et al., 2003). Thus, they are 
considered as the bridge between the destination and the tourism market and an 
essential element for the performance of the entire destination (Morgan et al., 2003). 
Sheehan and Ritchie (2005) surveyed 91 CEOs to identify their relationship with 
their DMO. They concluded their study by classifying stakeholders into primary and 
secondary stakeholders in order to determine where DMO efforts should be focused. 
Primary stakeholders are those who have formal and official relationships with the 
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organisation, have high potential to threaten the DMO, and are essential for its 
survival. Secondary stakeholders are those who can affect or are affected by the 
organisation, have moderate potential to threaten the DMO and are not essential for 
its survival (Sheehan & Ritchie, 2005). Hence, after identifying primary and 
secondary stakeholders, DMOs need to focus their efforts on primary stakeholders to 
achieve organisational objectives and effectiveness (Sheehan & Ritchie, 2005).  
It is essential for an organisation to build a quality relationship with its 
stakeholders, as it affects an organisation’s ability to achieve its goals (Grunig & 
Huang, 2000; Ledingham & Bruning, 2000b; Sheehan & Ritchie, 2005). A quality 
organisation-public relationship also demonstrates trust, control mutuality, relational 
commitment, and relational satisfaction that are beneficial for both the organisation 
and stakeholders (Grunig & Huang, 2000). In addition, Ledingham and Bruning 
(2000b) indicated that openness, trust, involvement, investment, and commitment are 
dimensions of the effective organisation-public relationship. These dimensions 
impact the ways in which organisation-public relationships are initiated, developed, 
and maintained (Ledingham & Bruning, 2000b). Organisations should engage in 
relationship building activities that maximise the potential for mutual benefits 
(Bruning & Ledingham, 2000). d'Angella and Go (2009) argued that the public and 
private sectors should work together to make the organisational strategies converge 
towards the same goals.  
2.4.1 Stakeholder engagement 
Stakeholder engagement is defined as “the process of involving individuals and 
groups that either affect or are affected by the activities of the company” (Sloan. 
2009, p.26). Stakeholder engagement impacts how organisations develop new 
products and build strong supply chains, which yield a competitive advantage for the 
organisations (Sloan, 2009). d'Angella and Go (2009) added that the competitiveness 
of the destination and the stakeholders would be enhanced through collaboration. In a  
study conducted by Bornhorst et al. (2010), over sixty percent of total respondents 
indicated that the DMO’s ability to interact effectively with stakeholders was 
important to its success. 
In particular, the tourism destination literature reveals that stakeholder 
engagement is discussed more as an element for the effectiveness of the destinations’ 
branding strategy. The more stakeholders are involved in the branding strategy, the 
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more they will be committed to it and ultimately deliver the brand to the tourists. 
Sartori et al. (2012) emphasised that the willingness of internal stakeholders to 
support marketing efforts leads to the success of a branding strategy of destinations. 
If the internal stakeholders are highly satisfied with the branding strategy, they will 
be significantly committed to it (Sartori et al., 2012). In addition, Bregoli (2013) 
investigated the importance of communication and human resources activities 
conducted by DMOs and he concluded that it is essential for DMOs to develop 
activities such as meetings, forums, and training sessions to ensure that stakeholders 
are knowledgeable about the brand, so they act consistently according to it. Prideaux 
and Cooper (2003) asserted that a destination is unlikely to develop an effective 
brand if it experiences competition between its stakeholders. 
DMOs should ensure certain elements to engage stakeholders and maintain 
relationships with them. Buhalis (2000) advised that destinations should ensure a 
balance of the benefits of tourism activities among the stakeholders to achieve their 
strategic objectives and the long-term competitiveness and prosperity of destinations. 
Bornhorst et al. (2010) added that the DMO’s ability to obtain a source of funding, 
partnership, and collaboration would be improved if the stakeholders had confidence 
in the DMO. Byrd (2007) determined that a successful involvement of stakeholders 
should include the elements of fairness, efficiency, knowledge, wisdom, and 
stability. Morgan et al. (2003) asserted that organisations should enhance 
communication with stakeholders and use new media for exchanging information 
with them specifically by developing and piloting an external communications plan 
to include road-shows and presentations with industry sectors, developing a global 
corporate database to support tourism relationship management and communications 
activities consistent with the IT and communications strategy, expanding the scope 
and depth of the tourism trade website, and developing an intranet housed within the 
trade website to enhance internal communications. 
To engage stakeholders, Sloan (2009) identified two engagement models of 
control and collaboration. The control model considers the stakeholders as a source 
of risk, in which the organisation has to monitor, listen, and tell them about their 
activities and performance. There are few connections between the organisation and 
stakeholders and stakeholders can provide limited cooperated change to the 
organisation strategy. The collaborative model considers the stakeholders as a source 
 Chapter 2: Literature Review 33 
of opportunities by collaborating with, learning from, and building a partnership with 
them. In this model, stakeholders contribute effectively to the organisation and make 
changes to the organisational strategy. In a comparison between the two models, 
Sloan (2009) concluded that the collaborative model provides valuable results for the 
organisation economically, socially, and environmentally.  
To provide an effective engagement mechanism, the International Association 
for Public Participation (IAP2) developed a public participation spectrum 
(International Association for Public Participation, 2014) (see Table 2.3). Head 
(2007) declared that the IAP2 spectrum summarises and usefully categorises much of 
the literature on forms of public participation and engagement. The spectrum 
identifies five types of public engagement: inform, consult, involve, collaborate, and 
empower (International Association for Public Participation, 2014). The level of 
public involvement increases towards the right of the table. The spectrum moves 
from providing information for stakeholders towards making collaborative decisions 
with organisations. At the lower stage of the spectrum, one-way information flow 
exists either from the decision-makers to the interested parties or from the public and 
stakeholders to the decision-makers (Videira, Antunes, Santos, & Lobo, 2006). At 
the remaining stages, the decision makers and the interested parties are involved in a 
two-way information flow by conducting consensus conferences or public hearings. 
Clear objectives and implementation promises are associated with each type of 
participation. The spectrum also identifies different tools that can be used to involve 
the public, ranging from providing fact sheets to conducting ballots and delegated 
decisions. The challenge for organisations is to identify the right level of 
participation suitable for their strategy based on the context and objectives of the 
participatory exercise (Videira et al., 2006) and the individuals and organisations to 
be involved (Head, 2007).   
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Table 2.3 The public participation spectrum.  
Level of 
participation 
Participation goal Promise to participants  Tools  
Inform Provide balanced and 
objective information to 
assist participants in 
understanding the 
problems, alternatives, and 
solutions. 
Keep participants informed. - Fact sheets 
- Websites 
- Open houses 
Consult Obtain feedback on 
analysis, alternatives, and/ 
or decisions. 
Keep participants informed, 
listen to and acknowledge 
concerns, and provide feedback 
on how participant input 
influenced the decisions. 
- Public comment 
- Focus groups 
- Surveys 
- Public meetings 
Involve Work directly with 
participants throughout the 
process to ensure that their 
issues and concerns are 
consistently understood 
and considered. 
Work with participants to 
ensure their issues and concerns 
are directly reflected in the 
alternatives developed and 
provide feedback about how 
participant input influenced the 
decisions. 
- Workshops 
- Deliberate polling 
Collaborate Partner with participants 
in each aspect of the 
decision, including the 
development of 
alternatives and 
identification of the 
preferred solution. 
Look for participant direct 
advice and innovation in 
formulating solutions and 
incorporate their advice and 
recommendation into the 
decisions to maximum extent 
possible.  
- Citizen advisory 
committees  
- Consensus-
building  
- Participatory 
decision-making   
Empower Place final decision-
making in the hands of 
participants. 
Implement what the participants 
decide.  
- Citizen juries 
- Ballots  
- Delegated 
decisions 
(Source: Adapted from International Association for Public Participation, 2014 ) 
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Using engagement instruments such as the IAP2 spectrum assists organisations 
to indicate the level of public engagement and use the appropriate engagement tools 
accordingly. Engaging stakeholders is important of for the effectiveness of the DMO 
as it allows for the introduction of new products, having strong supply chains, and 
achieving competitive advantage for the organisations (Sloan, 2009). Moreover, the 
literature shows that stakeholder engagement has a dual effect. Stakeholder 
engagement can have an effect on stakeholder satisfaction as well (Buhalis, 2000; 
Chi & Qu, 2008; d'Angella & Go, 2009; Ledingham & Bruning, 2000a). For 
instance, Selin and Myers (1998) recognised that organisational activities such as 
adequate representation of stakeholders’ interests, a shared vision, goal 
accomplishment, good working relationships, and open communication channels can 
contribute to stakeholder satisfaction. The next section introduces satisfaction, as it is 
an essential element of DMO performance.  
2.5 SATISFACTION 
Satisfaction is a core marketing concept (Patterson, Johnson, & Spreng, 1996). 
The concept is viewed as a primary objective for firms (Anderson, Fornell, & 
Lehmann, 1994) and an essential mean of creating a sustainable advantage in the 
competitive environment (Patterson et al., 1996). While customers represent only one 
of an organisation’s many stakeholders, organisations need to satisfy the needs of 
multiple stakeholders, including customers, employees, suppliers, and creditors, as 
they potentially affect the organisation’s future performance (Chen, 2009). Thus, the 
literature illustrates a predominant focus on customer satisfaction with little attention 
to other stakeholders (Chen, 2009) and satisfaction in a business-to-business context 
(Lam, Shankar, Erramilli, & Murthy, 2004; Patterson et al., 1996; Russell-Bennett, 
Härtel, & McColl-Kennedy, 2005). To fill this gap, studies regarding satisfaction in a 
business-to-business context were drawn from the literature about customer 
satisfaction (Lam et al., 2004; Patterson et al., 1996; Russell-Bennett et al., 2005). 
Following this pattern, this research was also developed based on the concept of 
customer satisfaction.  
The broad literature regarding satisfaction provides two general types of 
conceptualisation satisfaction: transaction-specific satisfaction and overall 
satisfaction (Cronin, Brady, & Hult, 2000; Oliver, 1997). While transaction-specific 
satisfaction may provide a state of satisfaction on a single observation or transaction, 
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overall satisfaction is a more fundamental indicator of the firm's past, current, and 
future performance, as it provides a state of satisfaction based on a series of 
transactions of the same experience (Lam et al., 2004; Oliver, 1997). Therefore, this 
research focussed on overall satisfaction as an overall evaluative judgment of the 
product/service consumption/usage experience (Dagger, Danaher, & Gibbs, 2009; 
Oliver, 1997; Spreng et al., 1996). In the study context, stakeholder satisfaction was 
conceptualised as overall satisfaction, and is defined as an overall evaluation of the 
organisation’s performance based on the stakeholder’s experience in consuming the 
services and activities of the DMO. 
In the context of tourism literature, satisfaction similarly plays a crucial role in 
tourism marketing. Within such a competitive industry, tourist satisfaction is the 
ultimate objective of tourism marketing strategies, given that it influences destination 
choice, spending, repurchase intention, and word of mouth (Eusebio & Armando 
Luis, 2013). Satisfaction is viewed as a key source of superior performance and 
business success in today’s competitive environment (Eusebio & Armando Luis, 
2013). Chi and Qu (2008) asserted that destination managers should establish a high 
tourist satisfaction level to create positive post-purchase tourist behaviour and 
improve destination competitiveness. It has been argued in the literature that 
organisations should identify what satisfaction means from their stakeholders’ 
perspective, which ultimately contributes to the effectiveness of the organisation. 
Eusebio and Armando Luis (2013) highlighted that destination organisations and 
other factors of the tourism system should pay particular attention to the attributes 
that contribute to tourist satisfaction to increase destination competitiveness.  
Following the guidelines offered by industrial marketing researchers, Wind and 
Webster (1972) suggested modifying generalised models of consumer research for 
the business-to-business context. Thus, several authors (Chumpitaz & Paparoidamis, 
2007; Homburg & Stock, 2004; Lam et al., 2004; Patterson et al., 1996; Russell-
Bennett et al., 2005) applied the customer satisfaction theories to the business-to-
business context. In particular, Lam et al. (2004) and Patterson et al. (1996) applied 
Oliver’s expectation disconfirmation theory to the business-to-business context.  
The expectation disconfirmation model has been used to develop a satisfaction 
theoretical framework by a large number of researchers in the broad literature of 
customer satisfaction. Millán and Esteban (2004) investigated the customer 
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satisfaction literature and found that the expectancy disconfirmation model is 
dominant in satisfactions studies, with some minor variances. Different studies have 
demonstrated the increasing acceptance of the expectancy disconfirmation model as 
a satisfaction framework applied in different contexts. Yi (1990) conducted a review 
of customer satisfaction literature and concluded that the expectation confirmation 
model has consistently proven to be the principal determinant in the evaluation of the 
results of a product. Additionally, Tse, Nicosia, and Wilton (1990) stated that the 
validity of the expectancy disconfirmation model was supported empirically by an 
enormous number of satisfaction studies. Similarly, in the tourism literature, Chung 
and Petrick (2013) and Eusebio and Armando Luis (2013) highlighted that Oliver’s 
(1980) expectation/disconfirmation theory is the most frequently used to measure 
tourist satisfaction as a comparison between their expectation and the DMO’s 
performance.  
The expectation disconfirmation model of satisfaction is developed based on 
two variables of expectation and performance. It suggests that consumer satisfaction 
or dissatisfaction relies on the comparison of expectations to actual performance. 
Positive disconfirmation (satisfaction) occurs when the performance exceeds 
expectation, negative disconfirmation (dissatisfaction) occurs when the actual 
experience is lower than the expectation, while confirmation (indifference) occurs 
when the perception matches the perceived performance (Oliver, 1980). 
Based on the disconfirmation model, Oliver (1997) developed the Dimension 
or Attribute-specific Operation of the Expectancy Model. This model can be used for 
a variety of seven outcomes. It could be used as a one component model as an 
expectation-only, disconfirmation-only, performance-only model, a two-component 
model as expectation-performance (expectation and performance mediated by 
disconfirmation), expectation-disconfirmation (expectancy disconfirmation model 
mediated by performance) and performance-disconfirmation (performance and 
disconfirmation model mediated by expectation) model; and the full expectancy 
disconfirmation with performance model (expectation and performance mediated by 
calculated and subjective disconfirmation. As the aim of the current study was to 
measure the stakeholders’ satisfaction with the DMO’s performance, the 
performance-only model was determined to be the proper model to be utilised in this 
study, following the approach suggested by Wind and Webster (1972). The 
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supporters of this model argued that satisfaction accrues when a product or service 
performs at a desired level regardless of the existence of any previous expectations 
(Eusebio & Armando Luis, 2013). In addition, the performance-only model 
outperformed other alternative operationalisations in terms of predicting overall 
satisfaction (Baloglu, Pekcan, Chen, & Santos, 2004) 
The literature demonstrates that performance attributes that contribute to 
satisfaction vary depending on the study context. Different performance attributes are 
used in different contexts. For instance, in the general customer literature, 
performance attributes of product taste, tenderness, texture, and appearance 
contribute to customer satisfaction of food products (Olsen, 2002). Whereas in the 
consumer tourism literature, attributes of attraction, transportation, accommodation, 
and restaurants can be used to measure tourists satisfaction with destination 
experience (Chung & Petrick, 2013). In terms of tourism services, service 
encounters, empathy, reliability, service environment, and efficiency of advice are 
attributes that contribute to tourists satisfaction in the use of travel agencies’ services 
(Millán & Esteban, 2004). As another example from the stakeholder’s perspective, 
attributes of trust, interest inclusion, adequate communication, equal participation, 
administrative support, and decision making involvement are performance attributes 
that contribute to stakeholder satisfaction (Selin & Myers, 1998).  
2.6 RESEARCH QUESTION, OBJECTIVES, PROPOSED MODEL, AND 
HYPOTHESES  
The concept of satisfaction has varied in tourism research depending on 
researchers’ definitions and study contexts (Chung & Petrick, 2013). Several studies 
in the satisfaction literature indicated that performance contributes to satisfaction, 
based on the pioneering theory of Oliver’s (1997) expectation/disconfirmation 
model, which acknowledges that performance can affect satisfaction. In tourism, the 
association between the tourist’s evaluation of destination attributes and satisfaction 
had been addressed by several authors (Chang et al., 2012; Chi & Qu, 2008; Chung 
& Petrick, 2013; Eusebio & Armando Luis, 2013). It has been suggested that the 
tourist’s positive experiences provided by tourism destinations positively influence 
satisfaction. Chung and Petrick (2013) affirmed that improving destination attributes 
can contribute to improving tourists’ overall satisfaction. Chang et al. (2012) added 
that providing attractive quality elements of destinations would enhance tourist 
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satisfaction. However, the tourism literature has thus far examined the relationship 
between performance and satisfaction almost exclusively from a tourist perspective, 
largely ignoring the stakeholders’ perspective. Although it has been argued that 
measuring and satisfying the perceptions of stakeholders forms an important part of a 
companies’ performance (Rodriguez-Melo & Mansouri, 2011), Pike and Page (2014) 
who reviewed the literature of DMOs and destination marketing since 1973, 
observed that there is very little research addressing stakeholders’ perceptions of 
destination and DMO performance. Against this background, this study tested the 
association between DMO performance attributes and stakeholder satisfaction by 
proposing the following hypothesis: 
H1: A high level of perceived performance will be positively related to a high 
level of stakeholder satisfaction. 
However, the literature suggests that stakeholder engagement with the DMO’s 
performance also contributes to their satisfaction (Chi & Qu, 2008; Chung & Petrick, 
2013; Selin & Myers, 1998; Sloan, 2009; Strong et al., 2001). Strong et al. (2001) 
remarked that investing in relationship-building activities on a consistent basis is one 
of the key factors to developing stakeholder satisfaction. Selin and Myers (1998) 
added other elements that contribute to stakeholder satisfaction: working 
relationships, shared potential, and goals accomplishment. Chung and Petrick (2013) 
argued that DMOs should enhance their collaborations with stakeholders to improve 
the destination competitiveness. Therefore, this study argues that DMO performance 
indirectly impacts stakeholder satisfaction through engagement. Thus, the following 
hypothesis was suggested:  
H2: A high level of engagement will mediate the relationship between 
perceived performance and stakeholder satisfaction, such that stakeholders 
who are more engaged with the activities performed by the DMO are more 
likely to be satisfied.  
This study was carried out in the particular context of the DMO of Oman, 
where no investigation of this nature had been conducted before, based on the 
stakeholders’ perception of the DMO’s performance. Against this background, the 
present investigation aimed to address the research question of “To what extent does 
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stakeholder engagement mediate the relationship between the DMO’s performance 
and the stakeholder’s satisfaction with the DMO’s performance?”. The study had 
five objectives:  
 To identify the DMOs attributes/activities important for stakeholder 
satisfaction.  
 To display how well the Omani DMO performs in marketing Oman as a 
tourism destination from perspective of stakeholders. 
 To show the extent of the engagement of tourism stakeholders in Oman 
with the Ministry of Tourism. 
 To determine the extent to which tourism stakeholders in Oman are 
satisfied with the performance of the Ministry of Tourism. 
 and, to identify the effect of engagement on stakeholders’ satisfaction 
with the DMO’s performance. 
To this end, a model integrating the associations among stakeholders’ 
evaluation of DMO performance attributes, engagement, and satisfaction is proposed 
based on the performance-only model. Figure 2 illustrates the relationship between 
the three constructs and corresponds to the two hypotheses described in this section. 
 
Figure 2.1 Proposed Theoretical Model  
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Chapter 3: Research Methodology 
3.1 INTRODUCTION 
This chapter describes the design adopted by this research to achieve the aims 
and objectives stated in the previous chapter. Section 3.2 discusses the research 
paradigm, Section 3.3 justifies the rationale for the quantitative research, Section 3.4 
explains the rationale for the survey design, Section 3.5 details the data collection 
methods and justifies their use, Section 3.6 identifies the sampling design and 
procedures, Section 3.7 details the constructs’ measures and the demographic section 
of the survey, Section 3.8 explores the survey design, Section 3.9 examines the 
validity and reliability of the measures, Section 3.10 outlines the data analysis and 
hypothesis testing, and Section 3.11 discusses the ethical considerations of the 
research. Finally, the conclusion is given in Section 3.12. 
3.2 RESEARCH PARADIGM 
The aim of this section is to explain and justify the research paradigm and 
methodology. Deshpande (1983) defined a paradigm as “a set of linked assumptions 
about the world which is shared by a community of scientists investigating the 
world” (p.101). In social science, a research paradigm is a way of examining a 
phenomena to gain a particular understanding or explanation of it (Lewis, Thornhill, 
& Saunders, 2007). Understanding the nature of a paradigm enables a researcher to 
determine both what problems are worthy of exploration and also what methods are 
available to investigate them (Deshpande, 1983). Three basic elements: ontology, 
epistemology, and methodology should be considered when identifying a research 
paradigm (Guba & Lincoln, 1994). Ontology refers to the form and nature of reality, 
epistemology refers to the nature of the relationship between the researcher and what 
can be known, and methodology refers to how the researcher gains knowledge about 
what can be known (Guba & Lincoln, 1994). There are four categories of research 
paradigms: critical theory, constructivism, realism, and positivism (Guba & Lincoln, 
1994). 
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In critical theory, assumptions are subjective and knowledge is considered to 
be grounded in social and historical routines (Thompson & Perry, 2004). In this 
paradigm, the researcher acts as a transformative intellectual (Guba & Lincoln, 
1994). This paradigm was deemed inappropriate for this study as the researcher 
attempts to find a single reality concerning stakeholder satisfaction of the DMO’s 
performance, rather than transforming values. The constructivism paradigm consists 
of multiple, internal, subjectively constructed realities from individual perspective 
(Guba & Lincoln, 1994). It requires the researcher to be closely involved with the 
participants (Thompson & Perry, 2004). This paradigm was deemed inappropriate 
for this study because a reality regarding stakeholder satisfaction is not subjective, as 
it can be inferred outside the context from previous studies on customer satisfaction. 
In  realism, reality is difficult to apprehend and requires data to be triangulated to 
reflect a more accurate picture of the external reality (Thompson & Perry, 2004). 
This paradigm was deemed inappropriate for this study as there is no need for 
triangulation to find the truth regarding the causal relationships between stakeholder 
satisfaction and DMO performance. Positivism is related to apprehendable reality, in 
which researchers must be objective and detached from the phenomena (Thompson 
& Perry, 2004). Positivism is more relevant to quantitative research compared to the 
three other paradigms (Healy & Perry, 2000). Positivism explores direct cause and 
effect outcomes and relationships, and tests an established theory (Thompson & 
Perry, 2004). Thus, the positivism paradigm is the most appropriate of the four 
paradigms for this study as it uses the existing theory of satisfaction to develop the 
research hypothesis (Lewis et al., 2007). The use of surveys enabled the researcher to 
obtain true findings for this study (Healy & Perry, 2000).  
3.3 RATIONALE FOR QUANTITATIVE DESIGN  
Methodological fit is a principal criterion for ensuring quality field research 
(Edmondson & McManus, 2007). Methodological fit is defined as internal 
consistency among elements of a research project of research question, prior work, 
research design, and theoretical contribution (Edmondson & McManus, 2007). It 
assists the researcher in choosing the appropriate research method according to the 
current stage of the research theory (Edmondson & McManus, 2007). This study was 
designed to explore the concept of engagement as a mediator of the relationship 
between tourism stakeholder’s satisfaction and the DMO’s performance. Thus, a 
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theoretical framework was developed based on Oliver’s (1980) satisfaction theory to 
test the relationship between the three constructs of the study. Oliver’s (1980) 
expectation/disconfirmation theory is extensively researched in the literature; 
therefore, this research is considered as a mature theory research (Edmondson & 
McManus, 2007). Mature theory research employs quantitative data using surveys, 
interviews, or observations to test the existing constructs and measures, and uses 
statistical inference to analyse the collected data (Edmondson & McManus, 2007). In 
this thesis, a quantitative survey research method was employed to address the 
research problem. The rationale for the survey method is discussed in the next 
section.  
3.4 RATIONALE FOR SURVEY  
A survey method is a structured questionnaire that is given to a sample to gain 
specific information from respondents (Malhotra, 2008). There are several 
advantages to use surveys in quantitative research that encourage this choice of data 
production method. First, surveys can be used to gather generalisable information 
from almost any population (Robson, 2011). In this research, the information was 
gathered from different types of tourism stakeholders using two different forms of 
the survey; online and paper-based. Second, surveys provide a convenient way to 
collect data from a geographically dispersed population (Dillman, 2000). This was 
essential given the access constraints of the national-based sample of the present 
research. Third, surveys provide a relatively simple and straightforward approach to 
the study of people’s attitudes and perceptions (Robson, 2011). Therefore, this 
method was useful as the study aimed to identify stakeholders’ perceptions of the 
DMO’s performance. Fourth, surveys can be extremely efficient at providing large 
amounts of data in a short period of time (Robson, 2011). Finally, surveys allow 
anonymity, which can encourage frankness when sensitive areas are involved 
(Robson, 2011). Ensuring the anonymity of the responses was important, as the 
participants may have felt uncomfortable evaluating a government organisation. The 
next section discusses the data collection modes. 
3.5 DATA COLLECTION TECHNIQUES  
While it is more desirable in the ideal world to use one survey method, in some 
situations this is difficult to achieve (Dillman, 2000).  Surveys targeting businesses 
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tend to have a lower response than those involving consumers (Sheehan & 
McMillan, 1999). Thus, two forms of data collection modes (online and paper-based) 
were used to address this problem. In the following section, the justification for 
utilising an online-based and a paper-based survey will be explained. In addition, the 
advantages and disadvantages of these two instruments will be discussed. 
3.5.1 Online survey 
Online surveys are web-based surveys that require the instrument to be available on a 
web site, and respondents are solicited to participate in the survey either by 
traditional mail, e-mail, telephone, or via other web sites (Granello & Wheaton, 
2004). Access to information is given to the participants to enter the survey web site, 
complete the survey online, and then click on the "submit" button (Granello & 
Wheaton, 2004). The online survey was more appropriate for this research due to the 
geographically dispersed target population and to maintain the anonymity and 
confidentiality of the participant (Granello & Wheaton, 2004; Robson, 2011). 
Concern regarding the anonymity of the respondents and confidentiality of the data 
can be overcome by providing an introductory letter or participant information sheet 
that includes a written assurance of these aspects (Lewis et al., 2007). In addition, 
online survey software such as QUT Key Survey, ensures the respondents that the 
software will not be able to personally identify them by the information participants 
provide in their responses to the survey unless they choose to provide their details 
(Key Survey, 2015). Other advantages of using online research methods include cost 
effectiveness, the option to obtain additional response information (i.e. the number of 
participants who clicked through the link, in-progress, or completed), speed of 
delivery and response, and respondents can answer the survey at a time that is 
convenient for them (Granello & Wheaton, 2004; Malhotra, 2008; Sekaran, 2006; 
Sheehan, 2001).  
Despite the popularity of this research method among researchers (Granello & 
Wheaton, 2004; Malhotra, 2008; Sheehan, 2001; Sheehan & McMillan, 1999), this 
mode of data collection typically has a low response rate (Robson, 2011). There is 
limited evidence in the literature that online surveys generally obtain greater 
response rates than other survey types (Evans & Mathur, 2005). Several researchers 
have advocated the use of multiple reminders to overcome the problem of low 
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response rates (Granello & Wheaton, 2004; Lewis et al., 2007; Robson, 2011; 
Sheehan, 2001).  
3.5.2 Paper-based survey 
While it is more desirable to conduct surveys using one survey mode, due to 
incompatible responses to different survey modes, in other situations it is impossible 
to collect the required data using one survey mode (Dillman, 2000). It was difficult 
to depend only on the online surveys to gather the required data for the current study. 
Apart from the common issue of low response rates from online surveys, a great deal 
of the business transactions in Oman are paper-based. Thus, a paper-based survey 
was distributed to increase the response rate. Hard copies of the questionnaire were 
delivered and collected later from the respondents. The advantage of this data 
collection mode includes a moderately high response rate and that respondent 
participation can be enhanced by the field worker (Lewis et al., 2007; Sekaran, 
2006). However, the delivery and collection of the questionnaire is time consuming 
and expensive, especially if the sample is geographically dispersed (Sekaran, 2006; 
Testa, 2001). The next section discusses the sampling design of the study.  
3.6 SAMPLING DESIGN 
Sampling design involves taking decisions that are interrelated to all aspects of 
the research, from problem definition to the presentation of the results (Malhotra, 
2008). The sample design decisions adapted to marketing researchers include 
identifying the target population, sample frame and technique, sample size, and the 
execution of the sampling process (Malhotra, 2008). These decisions are discussed in 
the following subsections.  
3.6.1 Target population 
The target population is a set of elements that possess the information required 
by the researcher (Malhotra, 2008). Identifying the target population is important to 
decide who to include in the sample to articulate the research problem (Malhotra, 
2008). Thus, to answer the research question of the current study and achieve its 
objectives, tourism operators in Oman (including tour operators, accommodations, 
travel agents, restaurants, shopping centres, museums, parks, car retail, banks, 
insurance companies, money exchange companies) were the target population of this 
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study. These tourism businesses were asked to respond to the survey based on their 
knowledge and experience of the tourism industry in Oman.  
3.6.2 Sampling frame and technique 
A sampling frame is a list of the elements of the target population. In this 
study, a sample frame was extracted from the Ministry of Tourism business 
directory. Not all of the tourism businesses provided their email address in the 
directory for the email survey and only the businesses located in four main regions 
were approached for the paper-based survey due to time and money constraints. 
Thus, the sample was selected based on a convenience sampling strategy (Zikmund, 
Babin, Carr, & Griffin, 2012) for both of the instruments, online and paper-based 
surveys.  
3.6.3 Sample size 
The sample size is the number of respondents to be included in the study 
(Malhotra, 2008). Surveys targeting businesses tend to have a lower response than 
those involving consumers (Sheehan & McMillan, 1999). Thus, in this study, the 
issue of undersized samples was addressed by the usage of two data collection 
techniques (online and paper based surveys) (Dillman, 2000) and follow up 
reminders (Robson, 2011). It is recommended that 15 participants per predictor are 
used for a reliable equation in social science research (Stevens, 2012). The current 
study examined two independent variables of DMO performance and stakeholder 
engagement; thus, according to the formula provided by Tabachnick and Fidell 
(2001) to calculate the sample size (N> 50+8m, m= number of independent 
variables), a minimum number of 66 participants was needed to conduct data 
analysis.  
3.6.4 Execution of the sampling process 
For the online survey, which was hosted by QUT Key Survey software, a 
sample from the Ministry of Tourism business directory was approached. A total of 
130 businesses provided their email address in the Ministry directory. An email 
invitation to the online survey was sent to all of the businesses who provided their 
email address in the directory. The QUT ethics sheet “Participant Information” and 
Oman Ministry of Tourism “No Objection Letter” (see Appendix 2) were presented 
at the beginning of the online survey. The initial email invitation was followed up by 
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email reminders to the respondents who were “Not Started” and “In Progress” of 
completing the survey. During the data collection period two email reminders were 
sent to the respondents. The first reminder was sent a week after the original e-mail 
and the second reminder was sent a week later. The reminder message increased the 
response rate from 2% to 12%. Of the 130 online surveys distributed, 16 were 
returned, with 9 participants having completed the entire survey within the five 
weeks, and 7 incomplete surveys (5 of them were usable) , resulting in a total 
response rate of 12% (see Table 3.1).  
 
Table 3.1 Response rates 
Response Type  Online-based Paper-based Total 
Respondent approached 130  114               244 
Returned surveys  16 12% 88 77% 104 43% 
Completed surveys 9 56% 86 98% 95 91% 
Incomplete surveys 7 44% 2 2% 9 9% 
Usable surveys 14 88% 86 98% 100 96% 
 
However, to address an expected low response rate to the online survey, a 
paper based survey was also employed. Using the Ministry of Tourism business 
directory, a list of the contact numbers of businesses located in the four main regions 
was extracted. As stated earlier, only the four regions were approached due to time 
and money limitations. A phone call was made to the businesses located in the four 
main regions prior to the visit to ensure that they had not completed the online 
survey, and then to make an appointment for visiting them. These respondents were 
approached face to face, provided with the QUT ethics sheet “Participant 
Information” and Oman Ministry of Tourism “No Objection Letter” and then 
requested to fill in the paper based survey. A total of 114 businesses from four main 
regions in the country were approached. The hard copies of the survey were collected 
by the researcher directly from the respondents. After five weeks there was a 
response rate of 77% with 86 returned competed surveys and 2 incomplete (see Table 
3.1).  
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Using both instruments, a sample size of 244 tourism businesses was 
approached resulting in a 43% response rate (104 returned surveys), 100 of them 
were usable, with an overall completion rate of 91%. 
3.7 CONSTRUCTS MEASURES 
The survey design requires identification of the measures for all of the 
variables in the conceptual framework. For this research, the measures were 
identified by reviewing previous literature in the field. The constructs required for 
this research included DMO performance activities, stakeholder engagement, and 
stakeholder’s overall satisfaction. The measurement of the three constructs is 
discussed in the subsequent subsections, followed by the demographic section of the 
survey.  
3.7.1 DMO performance 
DMO performance is defined as the actual performance of the DMO marketing 
activities rated by the tourism businesses. An initial pool of performance scale items 
was generated from a review of tourism destination literature (see Table 2.1) and also 
a review of four DMOs’ marketing strategies (Oman Ministry of Tourism, Abu 
Dhabi Tourism and Culture Authority, Qatar Tourism Authority, and Tourism 
Australia) ( see Table 2.2). The literature review revealed 26 performance activities 
conducted by the DMOs. From this pool, only 20 activities were used to construct 
the DMO performance index. The selection of these activities was based on whether 
these activities were actually performed by the Oman DMO. An index is a type of 
composite measure that summarises several specific observations and represents 
them in a general dimension (Babbie, 2015). An index is used to cover the various 
dimensions of a concept. In other words, an index allows the measurement of items 
that are sometimes independent of one another; however, they contribute to the same 
construct. The efficiency of indexes is highlighted in the ability to summarise several 
indictors in a single numerical score, while sometimes maintaining the details of all 
of the individual indicators (Babbie, 2015). While factor analysis is the preferred 
method for reducing the dimensionality of the measure (Oliver, 2014), factor analysis 
was not conducted in this study due to the small sample size. Thus, composite 
measure was created by summing the separate variables and then their average score 
was used further for the analysis (Hair, Black, Babin, & Anderson, 2010). 
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 The performance scale items were measured using three questions. The first 
two questions were for the purpose of importance-performance analysis (IPA). In the 
first question, respondents were asked to indicate the importance of the DMO 
performance items on a seven-point Likert scale ranging from 1 (not important) to 7 
(very important). In the second question, respondents were asked to indicate how 
well the DMO performed the same DMO performance items on a seven-point Likert 
scale ranging from 1 (poor) to 7 (very well). A “Don’t Know” option was also 
provided for the second question. The second question was replicated in the survey’s 
fourth question, where respondents were asked to evaluate the performance of the 
Dubai Department of Tourism and Commerce Marketing. This third question was 
included for the purpose of comparing the two DMOs (Oman and Dubai) 
performances. Dubai was chosen due to its leading performance in the Gulf region, 
and as a competitive tourism destination with Oman, holding up to 19% share of the 
international tourism market in the Middle East (World Tourism Organization, 
2014a). 
3.7.2 Stakeholder engagement 
Stakeholder engagement was measured with the IAP Public Participation 
Spectrum (International Association for Public Participation, 2014) which was 
adapted to determine the level of engagement each stakeholder had with the DMO. 
Ten stakeholder engagement items were extracted from the spectrum (see Appendix 
1). This scale showed high internal consistency. Internal consistency of the scale was 
examined using the Cronbach alpha coefficient (Churchill, 1979). The coefficient α 
measures exceeded the 0.7 threshold suggested by Numally (1978), indicating 
adequate reliability of the scales. Engagement was measured using a seven-point 
Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). A sample item 
from the scale reads, “They kept me informed on their decisions”.  
3.7.3 Stakeholder overall satisfaction 
The stakeholder overall satisfaction scale measures an overall evaluation of the 
organisation’s performance based on the stakeholder’s experience in consuming the 
services and activities of the DMO, in line with Eusébio and Vieira's (2013) study. 
This research assessed overall stakeholder satisfaction using a four-item scale instead 
of one item. Measures with many items demonstrated high internal consistency 
reliabilities (Hinkin, 1998). The stakeholder’s overall satisfaction four-item scale was 
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adapted from business-to-business satisfaction studies. In particular, the items “I am 
satisfied with the ministry effort towards involving me in the decision making 
process”, “I am satisfied with the ministry effort towards involving me in the 
marketing strategy” and “I feel good about their performance” were modified  from 
the original items of Russell-Bennett et al. (2005) originally stated as “I am satisfied 
with my decision to advertise in my preferred brand” and “I feel good about my 
decision concerning my preferred brand”. The last satisfaction scale item “Overall, I 
am satisfied with the Ministry of Tourism” was adapted from Lam et al. (2004) 
originally stated as “Overall, my company is very satisfied with its relationship with 
DPS”. The four items were measured using a seven-point Likert scale ranging from 1 
(strongly agree) to 7 (strongly disagree).   
3.7.4 Demographics 
The survey also included some common market segmentation questions at the 
end of the survey (Evans & Chon, 1989). These questions asked the respondent to 
indicate the business location, ownership, type, size, and age. Including demographic 
and geographic segmentation variables enabled the researcher to ascertain whether 
different market segments had varied responses on specific attributes under the study 
(Evans & Chon, 1989). Including these types of questions helps to increase internal 
validity (Rodriguez-Melo & Mansouri, 2011). This study applied Knapp and Kirk's 
(2003) recommendation concerning the location of sensitive questions. Thus, those 
demographic questions were placed in the final section in order to help respondents 
feel comfortable while completing the survey. 
3.8 SURVEY DESIGN  
The design of self-administered questionnaires can affect the response rate and 
data quality (Hair, Babin, Money, & Samouel, 2003). Thus, several considerations 
were taken into account when designing this research survey. First, the content of the 
questions was developed in a way that ensured that each question contributed to the 
information needed for the study (Malhotra, 2008). Second, mainly close-ended 
questions were used as these consume less time and effort from respondent (Hair et 
al., 2003). Close-ended question are typically used in quantitative studies as the data 
can be pre-coded, making the data collection and analysis relatively easy and less 
expensive (Hair et al., 2003). Third, the wording of the questions was developed 
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using ordinal words (Malhotra, 2008) making it easy to understand by respondents 
for whom English is their second language. Fourth, the questionnaire was structured 
following three-part sequences, the opening questions, research topic questions, then 
the classification questions (Hair et al., 2003). The opening question was used to 
generate respondent attention and interest by asking them to express their opinion 
(Malhotra, 2008). The research topic questions were designed to provide information 
on the topic being researched. The classification questions, such as demographic and 
socioeconomic type questions, were placed at the end of the survey (Malhotra, 2008). 
Classification questions are considered sensitive or an invasion of privacy and 
placing them at the end can increase response rates and reduce errors (Hair et al., 
2003). Finally the questionnaire layout was enhanced by providing clear, concise, 
and consistent instructions throughout the questionnaire (Hair et al., 2003). For the 
convenience of the respondent, each question was presented on a separate page in 
both instruments, online and paper-based, except for the last five questions, as these 
questions were small compared to previous questions. The online survey was 
constructed in a way that the respondent had to answer all of the items in the 
question (no skipping) before proceeding to the following question, while this was 
not possible for the paper-based survey. The following section provides details about 
each section of the survey instrument. 
3.8.1 Survey instrument  
A self-administered survey instrument was designed to explore the mediating 
effect of stakeholders’ engagement on their satisfaction level with DMOs’ 
performance attributes (see Appendix 1). The survey consisted of five major sections 
measuring three main constructs: DMO performance, stakeholder engagement, and 
satisfaction. The first two sections were developed specifically for the importance-
performance analysis (IPA), while the other sections, together with the first two, 
were developed for the purpose of testing the study hypothesis. The study used a 
seven-point Likert scale ranging from 1 (Not important, Poor, and Strongly Disagree) 
to 7 (Very Important, Very Well, and Strongly Agree) to measure the study 
constructs. The quality of the measurement will improve using a scale of up to 7 
categories but beyond that the information will be lost, as the scale points tend to be 
meaningless (Alwin, 1997). Longer scales offer respondents more options, allow 
finer analysis, and are better at approximating interval data (Malhotra, 2008). In 
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addition, a “Don’t know” option was provided in the second and fourth sections. 
Providing a “Don’t know” option minimises missing values and increases the 
accuracy of the responses (Granello & Wheaton, 2004). The last section used multi-
chotomous questions to ask the participants to report their demographic profiles.  
The first section of the survey aimed to measure the importance of various 
programs and activities performed by the Ministry of Tourism. Stakeholders had to 
rate twenty performance attributes according to how important these activities were 
to them. A seven-point Likert scale was used to measure the importance of the 
performance attributes ranging from “1= Not important” to “7= Very important”.  
Example of Section 1 
Using these numbers as a guide, please indicate the importance of the following 
activities performed by the Ministry of Tourism. 
Activities conducted by the Ministry of Tourism 1 
Not important 
2 
 
3 
 
4 
 
5 
 
6 
 
7 
Very 
important 
Develop and promote special events (e.g. festivals) 1 2 3 4 5 6 7 
Communicate promotional plans to local businesses  1 2 3 4 5 6 7 
 
The second section aimed to measure the performance of the Ministry of 
Tourism. Respondents were asked to rate the same twenty items of the first section 
according to how well the Ministry performed these activities in relation to their 
experience. The performance measure scoring was also of a seven-point Likert scale 
ranging from “1= Poor” to “7= Very well”. In addition, a “0 = Don’t know” option 
was included along with the scale.  
Example of Section 2 
Using these numbers as a guide, please indicate how well the Ministry of Tourism 
performs these activities. 
Activities conducted by the Ministry of Tourism  
0 
Don’t 
know 
1 
Poor 
2 
 
3 
 
4 
 
5 
 
6 
 
7 
Very 
well 
Develop and promotion of  special events (e.g. 
festivals) 0 1 2 3 4 5 6 7 
Communicate promotional plans to local businesses  0 1 2 3 4 5 6 7 
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The third section aimed to measure the stakeholders’ engagement and 
satisfaction with the Ministry of Tourism. Respondents were asked to rate 14 
statements based on a seven-point Likert scale ranging from “1 = Strongly disagree” 
to “7 = Strongly agree”. The first 10 items of this section measured the engagement 
construct. The last 4 items measured the satisfaction of the stakeholders.  
 
 
Example of Section 3 
Using these numbers as a guide, please indicate the degree to which you agree or 
disagree with each of the following statements in relation to your experience with the 
Ministry of Tourism. 
Statement 
1 
Strongly 
disagree 
2 3 4 5 6 
7 
Strongly 
agree 
They kept me  informed on their decisions  1 2 3 4 5 6 7 
They want me to communicate with them. 1 2 3 4 5 6 7 
They provide opportunities for me to comment on 
their decisions. 1 2 3 4 5 6 7 
 
In the fourth section, respondents were asked to evaluate the performance of 
Dubai Tourism department. Dubai was chosen due to its leading performance in the 
Gulf region, and as a competitive tourism destination with Oman, holding up to 19% 
share of the international tourism market in the Middle East (World Tourism 
Organization, 2014a). The respondents were asked to rate the same twenty items of 
the first section according to how well the Dubai Department of Tourism and 
Commerce Marketing performed these activities, as per their knowledge. The 
performance measure scoring was also of a seven-point Likert scale ranging from 
“1= Poor” to “7= Very well”. Similarly to section 2 a “0 = Don’t know” option was 
included, along with the scale to cope with missing values and increased validity 
(Granello & Wheaton, 2004). 
Example of Section 4 
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Using these numbers as a guide, please indicate how well does the Dubai 
Department of Tourism and Commerce Marketing perform these activities. 
Activities conducted by Dubai  0 
Don’t 
know
1 
Poor 
2 
 
3 
 
4 
 
5 
 
6 
 
7 
Very 
well 
Develop and promotion of  special events (e.g. 
festivals) 
0 1 2 3 4 5 6 7 
Communicate promotional plans to local businesses 0 1 2 3 4 5 6 7 
Assist & support private sector product 
development 
0 1 2 3 4 5 6 7 
 
The last part of the questionnaire consisted of five close-ended demographic 
type questions in which respondents had to provide some general information about 
the company, such as business location, ownership, type, and size. For the two open-
ended questions at the end of the questionnaire, respondents were requested to 
indicate their position in the company and provide any comments about the tourism 
industry in Oman.  
3.9 RELIABILITY AND VALIDITY  
The reliability of a scale is the extent to which the measure is free from error 
and yields consistent results (Zikmund et al., 2012). Internal consistency of the three 
constructs (DMO performance, engagement and satisfaction) was examined using 
the Cronbach alpha coefficient (Churchill, 1979). All coefficient α measures 
exceeded the 0.7 threshold suggested by Numally (1978), indicating adequate 
reliability for each of the scales in this study. 
Validity is the extent to which a construct measures what it is supposed to 
measure (Hair et al., 2003). There are several approaches to measuring validity, 
including content validity and construct validity. Content validity assesses the scale’s 
ability to measure what it is supposed to measure (Hair et al., 2003). Content validity 
in this study was achieved using existing scales from the literature (Forza, 2002). In 
addition, discussions were conducted with three academics who are experts in the 
area to assess the content validity of the items (Zikmund et al., 2012). Thus, minor 
modifications to the wording and format of the scale items were made. 
Construct validity assesses whether the scale items represents all aspects of the 
theoretical constructs (Hair et al., 2003). Construct validity basically focuses on 
assessment of a link between items of the same construct (convergent validity) and 
separation between measures of different constructs (discriminant validity) (Forza, 
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2002). Convergent validity is achieved when the correlation between the construct 
items is significant and large (Bagozzi, Yi, & Phillips, 1991). An inspection of the 
inter-item correlations of each construct indicated large (above .5) and significant 
(p<.001) correlations; thus, indicating a convergent validity of the constructs. 
Further, discriminant validity was established through the use of correlation to 
identify measures that were not associated with each other. The correlation results 
revealed that not all of the inter-factor correlations were higher than the correlations 
between all pairs of constructs (see Table 3.2); thus, discriminant validity was not 
achieved (Bagozzi et al., 1991).  This could be due to the three constructs being 
theoretically associated with each other.  
 
Table 3.2 Correlations of study variables (N= 100)  
Variables Mean SD α 1 2 
1. Performance 4.57 1.78 .97   
2. Engagement  4.29 1.60 .95 .60**  
3. Satisfaction 4.78 1.67 .93 .57** .79** 
** p< .01 
 
3.10 DATA ANALYSIS AND HYPOTHESIS TESTING 
In order to achieve the research objectives, four types of analysis were conducted; 
the importance-performance analysis (IPA), one-way between groups analysis of 
variance (ANOVA), mediation analysis, and correlations. The IPA was used first, 
mainly to evaluate the performance of the DMO and particularly to attain the first 
two objectives of the study, which were “to identify the DMO’s activities that are 
important for stakeholders’ satisfaction” and “to display how well the Omani DMO 
performs in marketing Oman as a tourism destination from stakeholders’ 
perspective”. IPA has been widely used as an analytical technique that provides 
perceptions of customer satisfaction for the management (Matzler, Bailom, 
Hinterhuber, Renzl, & Pichler, 2004; Pritchard & Havitz, 2006). In addition, Enright 
and Newton (2004) revealed that the IPA grid is commonly used in tourism 
destinations research. Table 3.3 illustrates the use of the IPA in the tourism literature. 
It was originally introduced by Martilla and James (1977). Evans and Chon (1989) 
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stated that this method could be used to evaluate both the activities and performance 
of destinations with the same variables at the same time. IPA provides insights into 
the product or service attributes that a firm should focus on to achieve customer 
satisfaction (Matzler et al., 2004). It is considered an effective tool to set priorities. It 
helps organisations to decide where they need to allocate scarce resources and where 
resources should be redirected to maximise satisfaction (Evans & Chon, 1989). The 
advantage of IPA is that it presents the results in a simple visual way that makes it 
easy for the practitioners to understand and make decisions based on it (Enright & 
Newton, 2004; Evans & Chon, 1989).  
 
Table 3.3 The use of IPA in tourism 
Author Area Purpose  Participants Scale used Number of 
attributes 
Evans and 
Chon 
(1989) 
Tourism 
destination 
(United States) 
Formulation & 
evaluation 
tourism policy 
400 Visitors 7 point 11 
Pike and 
Ryan (2004) 
Tourism 
destination 
(New Zealand) 
Destination 
positioning  
763 
households 7 point 20 
Obonyo, 
Ayieko, and 
Kambona 
(2012) 
Tourism 
destination 
(Western 
Tourist Circuit, 
Africa) 
Strategies of 
food servies 
for hoteliers 
and tourism 
promoters 
166 hotel 
managers 5 point 20 
Enright and 
Newton 
(2004) 
Tourism 
destination 
(Hong Kong) 
Destination 
competitivness 
183 travel 
industry 5 point 37 
Armenski et 
al. (2012) 
Tourism 
destination 
(Weastern 
Australia) 
Tourist 
experience 
987 tourists 5 point 13 
Chon, 
Weaver, and 
Kim (1991) 
Tourism 
destination 
(Virginia, 
Unitedd States) 
Destination 
attractiveness 
for mini-
vacations 
382 residents 5 point 15 
Go and 
Zhang 
Tourism 
destination 
Destination 
attractiveness 
91 meeting 
planners 5 point 22 
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(1997) (Beijing, China) for 
international 
meetings 
 
 
IPA is a two dimensional grid that represents attributes importance and 
performance (Oh, 2001; Matzler et al., 2004). The IPA grid consists of four 
quadrants (see Figure 3.1). Quadrant I includes attributes that are of high importance 
and relative low performance, which requires the destinations to ‘concentrate here’. 
Quadrant II represents attributes that are of high importance and high performance so 
destinations have to ‘keep the good work here’. Quadrant III identifies area of low 
importance and low performance so practitioners have to consider these attributes as 
their ‘low priority’. Quadrant IV indicates the attributes of high performance but that 
are not important from the respondent’s perspective, so decision makers are 
recommended that they may be ‘possible overkill’ (Martilla & James, 1977).   
 
Figure 3.1 IPA grid.  
Adapted from Martilla and James (1977). 
 
Second, a one-way between groups analysis of variance (ANOVA) was 
conducted to assess the impact of business size, age, and type (independent 
variables) on level of satisfaction (dependent variable). ANOVA is used to assess the 
differences among means for the different groups of the population (Malhotra, 2008). 
ANOVA allows testing of the difference of the mean score of more than two groups 
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and requires one metric dependent variable and one categorical independent variable. 
This analysis assisted in indicating if different market segments had varied responses 
on the satisfaction level (Evans & Chon, 1989).  
Third, to test the mediation effect and investigate the study hypothesises, an 
approached underlined by Baron and Kenny (1986) was followed. Three steps were 
conducted to test the mediation effect of stakeholder engagement on the relationship 
between the DMO’s performance and stakeholder satisfaction. In the first step, the 
correlations between the three variables were examined. Next, three regression 
analyses were performed using IBM SPSS Statistic 21. Regression predicts the 
change in the dependent variable in response to the change in the independent 
variables (Tabachnick & Fidell, 2001). In particular, two bivariate regressions 
involving two metric variables were conducted for performance (independent) and 
satisfaction (dependent), then for performance (independent) and engagement 
(dependent). The third regression conducted was a standard multiple regression 
involving three variables, performance and engagement as independent variables and 
satisfaction as the dependent variable. Multiple regression analysis is a statistical 
procedure used to analyse the relationship between a continuous dependent variable 
and a number of independent variables (Malhotra, 2008). Multiple regression also 
provides information about the model as a whole and allows testing of whether 
adding a variable to the model contributes to the predictive ability of the model. 
Finally, a Sobel test was used to evaluate the significance of the mediation effect. 
The Sobel test is a statistically rigorous method by which mediation hypotheses may 
be examined (Preacher & Hayes, 2004). 
Fourth, a correlation analysis was conducted to assess the relationship between 
the DMO activities and stakeholder satisfaction. In particular, this analysis was 
performed to investigate which DMO activity was specifically highly correlated with 
stakeholder satisfaction. Correlation analysis allows assessment of the strength and 
direction of the relationship between the variables (Pallant, 2013).   
3.11 ETHICAL CONSIDERATIONS  
Prior to data collection, a number of procedures for ethical clearance were 
conducted to obtain the data required for this study. The survey contained some 
questions, particular Questions 2 and 3, in which the respondents had to evaluate the 
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performance of the Ministry of Tourism in Oman and indicate how much they were 
engaged and satisfied with its performance, where the respondents may have felt 
uncomfortable answering these types of questions. Therefore, a “No Objection 
Letter” (see Appendix 2) was obtained from the Ministry of Tourism to facilitate the 
data collection. In addition, the respondents were informed that their participation 
would be kept confidential and anonymous, as no identification was required from 
them and no personal questions were included in the survey. Further, ethics approval 
was obtained from the QUT University Human Research Ethics Committee for low 
risk research involving human participants.     
3.12 CONCLUSION 
This chapter discussed the research design utilised to address the research 
question. Positivism was justified as the most appropriate paradigm for the study. 
The advantages and disadvantages of using online and paper-based surveys for this 
study were determined. Further, the sampling design was discussed, including the 
justification of the target population and outlining of the sampling procedures. The 
survey instrument consisted of five major sections measuring three main constructs. 
In addition, the validity and reliability of the survey were assessed to improve data 
quality. Finally, the procedure for conducting this study was in accordance with QUT 
ethical guidelines. The following chapter presents an analysis of the data.
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Chapter 4: Data Analysis 
4.1 INTRODUCTION  
The aim of this chapter is to analyse the data and present the statistical results 
of the online and paper-based surveys. This chapter is comprised of ten sections. 
First, the elements of data cleaning and missing data treatment are detailed in Section 
4.2 and the sample characteristics are presented in Section 4.3. Further, the 
importance and performance of the DMO’s activities are discussed in Section 4.4 and 
Section 4.5 details the importance-performance analysis. The difference between the 
Oman and Dubai performances is discussed in Section 4.6. In addition, the 
satisfaction level among sample groups are analysed in Section 4.7 using the 
ANOVA test. The study hypotheses were tested using regression analysis and are 
explored in Section 4.8. The correlation between the DMO’s activities and 
stakeholder’s satisfaction levels are examined and discussed in Section 4.9. Finally, 
the conclusion is given in Section 4.10.  
4.2 DATA CLEANING 
After the survey responses were coded and entered electronically into the 
database, it was important to check and clean the data before starting the analysis. 
Cleaning data involves consistency checks and treatment of missing data (Malhotra, 
2008). Thus, consistency was checked by data screening to identify out-of-range 
values and correct them (Malhotra, 2008). Next, missing data analysis was 
conducted. A four step process for missing data treatment suggested by Hair et al. 
(2010) was followed. The four steps included first determining the type of missing 
data; second, determining the extent of missing data; third, diagnosing the 
randomness of the missing data; and finally, selecting the imputation method (Hair et 
al., 2010). Thus, an investigation of the frequencies using SPSS was conducted to 
determine the type of missing data. As a rule of thumb, missing data below 10% for 
an individual case can be ignored (Hair et al., 2010). The missing data results (see 
Table 4.1) indicated that some variables had more than 10% missing values; thus, 
they could not be ignored and further investigation was required.  
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Next, to determine the extent of missing data, a missing data analysis was 
conducted. The results indicated that Question 4, in which respondents had to 
evaluate the performance of the Dubai Department of Tourism, had the highest 
amount of missing vales (19%). This could be due to lack of interest or knowledge of 
the competing destination, although a “don’t know” option was provided along with 
the scale. In addition, most of the missing values of the online surveys (7 incomplete 
out of 16 questionnaires) started from Question 4 to the end of the questionnaire, as 
no skipping of questions was allowed; however, the skipping occurred in the paper-
based questionaries, which represents the majority of the respondents (N=86). In 
general, all variables had less than 15% missing data (see Table 4.1), except for item 
4.14, raise awareness of the brand internationally, which had 19 missing vales. 
Although it is recommended that cases with less than 15% missing data should be 
deleted from the data file (Hair et al., 2010), this approach was not used due to the 
small sample size (Malhotra, 2008). 
 
Table 4.1 Missing data (N=100) 
Question Percentage 
Q1. Importance of the activities performed by the Ministry of Tourism 5 
Q2. Performance of the Ministry of Tourism 13 
Q3. Engagement & satisfaction with the Ministry of Tourism 11 
Q4. Performance of the Dubai Department of Tourism 19 
Q5. Business location 5 
Q6. Business ownership 5 
Q7. Business type 6 
Q8. Business size 7 
Q9. Business age 10 
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The third step was diagnosing the randomness of the missing data. In addition 
to the initial missing data analysis that indicated a specific pattern of non-random 
missing values, especially from Question 4 onwards, Little’s MCAR test was 
conducted to investigate the randomness of the missing data (Hair et al., 2010). A 
significant value of Little’s MCAR test (p> .05) in SPSS indicated that the data were 
missing at random (MAR). The fourth step was selecting the imputation method. 
SPSS provides four options to treat the missing values: pairwise deletion, listwise 
deletion, regression, and expectation maximisation (EM). The EM approach was the 
most appropriate method to estimate the missing values for two reasons, the data was 
missing at random (MAR) and the small sample size (Hair et al., 2010). The EM 
approach is a two stage iterative method in which it estimates the missing data then 
estimates the parameters assuming the missing values were replaced  (Hair et al., 
2010). The two stages continue until the change in the estimated values is negligible 
and replaces the missing data  (Hair et al., 2010). Further, a paired-sample t-test was 
conducted to evaluate the mean difference of the data before and after estimating the 
missing values. For example, the satisfaction scale was used to test the effect of EM 
treatment (see Table 4.2). The difference between the satisfaction scale before 
treatment (M= 4.79, SD= 1.72) and after treatment (M= 4.78, SD= 1.72, t(94)=1.15, 
p>.05) was statistically insignificant. Thus, it could be concluded that the EM 
approach did not have a significant change on the actual data. 
 
Table 4.2 Paired-samples t-test (before and after missing data treatment) 
 Paired Differences t df Sig. 
(2-
tailed) 
Mean Std. 
Deviation 
Std. 
Error 
Mean 
95% Confidence 
Interval of the 
Difference 
Lower Upper 
Pre-treatment  
Post-treatment 
.01 .06 .01 -.005 .019 1.15 94 .253 
 
Ideally, before beginning data analysis, factor analysis is used extensively in 
the development of scales by reducing a large number of related variables to a 
coherent scale (Pallant, 2013). However, factor analysis requires 10 cases for each 
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item to be analysed (Hair et al., 2010). Thus, due to the small sample size of the 
present study, composite measures were created for three constructs of the study 
(performance, engagement, and satisfaction) following Baloglu et al.'s (2004) 
approach. Composite measure is a method for combining several variables that 
measure the same constructs into a single variable (Hair et al., 2010). This method is 
performed to increase the reliability of the measure through the usage of multivariate 
measurement instead of a single variable measuring the construct (Hair et al., 2010). 
The composite measure is created by summing the separate variables and their 
average score is then used for the analysis (Hair et al., 2010). In the present study, 
five composite measures were created using the compute variable function in SPSS, 
representing the importance of the DMO’s performance (21 items), the performance 
of the DMO (21 items), stakeholder engagement (10 items), stakeholder satisfaction 
(4 items), and the performance of the Dubai Department of Tourism (21 items). 
These composite scales were then further used for the different data analyses 
presented in this chapter, such as t-test, ANOVA and regression analysis. 
Additionally, an independent-sample t-test was conducted to indicate if there 
was a difference between respondents of the two forms of the survey, online-based 
and paper-based. The paper-based survey’s respondents were coded as 1, and online-
based survey respondents were coded as 2. The satisfaction scale was entered as the 
testing variable and the sample type (1=paper-based, 2=online-based) was entered as 
the grouping variable. A Shapiro-Wilk test was conducted and histograms were 
produced (see Table 4.3) to examine the normality of the distribution of the sample 
(Pallant, 2013). A non-significant value (p>.001) of the Shapiro-Wilk paper-based 
respondents indicated that the assumption of normality was not violated, while the 
Shapiro-Wilk value of online-based respondents was greater than .05, indicating that 
it was normally distributed (Field, 2009).  
 
Table 4.3 Shapiro-Wilk normality of distribution test 
 Sample Shapiro-Wilk 
Statistic df Sig. 
Computed_satisfaction Paper-based .93 82 .000 
Online-based .89 13 .099 
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Levene’s test was non-significant (p=.07); thus, equal variance could be 
assumed (Field, 2009). The t-test (see Table 4.4) was not statistically significant, 
indicating that there was no significant difference in the scores of the paper-based 
(M= 4.92, SD= 1.61) and online-based respondents (M=3.97, SD= 2.18, t(93)=1.86, 
p= .06). The 95% confidence interval was -.05 to 1.95. The magnitude of the 
difference in the means was small, eta squared= .034 (Cohen, 1988).  
 
Table 4.4 Results of t-test and descriptive statistics 
 Sample type 95% CI for 
Mean 
Difference 
  
 Online  Paper-based   
 M SD n  M SD n t df 
Satisfaction  3.97 .60 13  4.92 .17 82 -.05, 1.95 1.86* 93 
*p> .05 
 
4.3 SAMPLE CHARACTERISTICS  
The demographic descriptions of the businesses are exhibited in Table 4.5. Of 
the total respondents, the majority of the businesses (67.4%) were located in the 
capital city, Muscat. The private sector owned 93.7% of these businesses, while 6.3% 
were quasi-government. As for the business type, 30.9% of the respondents were 
restaurants, followed by accommodation (22.3%), and travel agents (13.8%). In 
addition, 43% of the businesses were small businesses with less than 10 employees 
and 38.7% of the businesses had between 10 to 100 employees. In terms of business 
age, 41.1% of the businesses had spent more than five years in the industry, while 
31.1% were between three to five years old. The majority of the respondents held a 
managerial position in the company, such as branch managers and supervisors (open-
ended question).  
There was no national tourism sector database available (except for 
accommodation and attraction) to compare and generalise the study sample 
characteristics to the general population. This is because not all of the tourism 
businesses are governed by the Ministry of Tourism (e.g. restaurants and shopping 
centres operate under the Ministry of Commerce and Industry Regulations). Thus, 
this limited the generalisability of the sample to the larger population.  
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Table 4.5 Sample characteristics  
 n % Valid 
Business location    
Muscat 64 67.4 
Al Buraymi 16 16.8 
A'Dhahirah 7 7.4 
A'Dakhiliyah 5 5.3 
Dhofar 3 3.2 
Total 95 100 
Business ownership    
  Private 89 93.7 
  Quasi-government 6 6.3 
  Total 95 100 
Business type    
Restaurant 29 30.9 
Accommodation 21 22.3 
Travel agent 13 13.8 
Others 12 12.8 
Shopping centre 8 8.5 
Financial (banks, insurance, money exchange) 6 6.4 
Attraction (museums, parks) 3 3.2 
Car retail 2 2.1 
Total 94 100 
Business size   
  Small (less than 10 employees) 40 43.0 
  Medium ( between 10 to 99  employees) 36 38.7 
  Large ( 100 or more employees) 17 18.3 
  Total 93 100 
Business age    
More than 5 years old 37 41.1 
3- 5 years old 28 31.1 
Less than 3 years old. 25 27.8 
Total 90 100 
 
4.4 RANKING OF THE PERCEIVED IMPORTANCE AND 
PERFORMANCE OF DMO ACTIVITIES.  
Respondents were asked to rate the perceived importance (Question 1) and 
performance (Question 2) of 20 DMO activities on a seven-point scale (see Table 
4.6). Table 4.6 exhibits the importance and performance means scores of the 20 
DMO activities, presented in order of importance. In general, the results were 
positive for the Oman DMO, with the means for all performance items above the 
scale midpoint of 4; however, the mean performance was marginally lower than the 
mean importance of the activities.  
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As shown in Table 4.6, the means scores for the DMO activities importance 
items ranged from 6.4 to 4.9, above the neutral score of 4 and more toward “very 
important” anchor. The activities of use of new technologies (M= 6.42, SD=1.252), 
develop new tourism product (M= 6.23, SD=1.213) and provide education and 
training opportunities (M= 6.15, SD=1.380) were perceived as the three most 
important activities of the DMO. The least important activities as perceived by the 
participants were raise awareness of the brand among stakeholders (M=5.33, 
SD=1.672) and, surprisingly, involve stakeholders in decision making (M=4.98, 
SD=1.823).    
The mean score for the activity performance ranged from 5.1 to 4.1, slightly 
above the neutral score of 4. The top three performance activities were using new 
technologies (M=5.15, SD=2.087), developing and promoting special events (M= 
4.94, SD=1.917) and being flexible and responsive (M=4.86, SD=2.100). The least 
important performance activities were coordinate and cooperate with stakeholders 
(M=4.26, SD=2.136), conduct market research (M=4.20, SD= 2.126) and assist and 
support private sector product development (M=4.19, SD=2.054) ranked, 
respectively, 18th, 19th, and 20th out of the 20 activities.  
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Table 4.6 DMO activities importance and performance (N=100).  
 Activities Importance Performance 
  Mean S.D. Ranking Mean S.D. Ranking 
 Use new technologies and internet in 
communication and marketing 6.42 1.25 1 5.15 2.08 1 
 Develop new tourism products 6.23 1.21 2 4.72 2.11 4 
 Provide education & training opportunities 6.15 1.38 3 4.69 2.3 7 
 Attract foreign  investments 6.11 1.25 4 4.68 2.3 8 
 Provide networking opportunities inside and 
outside the  country 6.04 1.44 5 4.69 2.24 6 
 Being flexible & responsive 6.02 1.45 6 4.86 2.1 3 
 Develop brand & image  5.95 1.38 7 4.64 2.12 9 
 Represent local businesses  5.78 1.4 8 4.54 2.08 12 
 Develop and promote special events (e.g. 
festivals) 5.66 1.65 9 4.94 1.91 2 
 Raise awareness of the brand  internationally  5.62 1.69 10 4.57 2.12 11 
 Communicate promotional plans to local 
businesses  5.61 1.42 11 4.3 2.06 17 
 Develop differentiation strategy  5.53 1.45 12 4.34 2.21 16 
 Conduct familiarisation trips 5.52 1.62 13 4.49 2.11 13 
 Coordinate & cooperate with stakeholders 5.49 1.57 14 4.26 2.13 18 
 Attend consumer & trade travel shows 5.49 1.65 15 4.63 2.15 10 
 Conduct market research to define target 
markets & key competitors 5.49 1.6 16 4.2 2.12 19 
 Assist & support private sector product 
development 5.45 1.6 17 4.19 2.05 20 
 Use the national airline for marketing 5.43 1.91 18 4.71 2.39 5 
 Raise awareness of the brand among 
stakeholders 5.33 1.67 19 4.38 2.09 15 
 Involve stakeholders  in decision making  4.98 1.82 20 4.41 2.19 14 
 Grand mean  5.71   4.56   
 Scale reliability  .93   .97   
 
4.5 IMPORTANCE-PERFORMANCE ANALYSIS (IPA) 
Importance-performance analysis (IPA) was originally introduced by Martilla 
and James (1977). IPA allows the evaluation of both activities and performance of 
destinations with the same variables at the same time (Evans & Chon, 1989). In the 
present study, the IPA grid was constructed using the importance and performance 
measurement scale ranging from 1 to 7 for the y-axis and x-axis, respectively (see 
Figure 4.1). The means of the DMO activities importance and performance (see 
Table 4.6) were plotted on the IPA grid, importance on the y-axis and performance 
on the x-axis. The placement of the crosshair on the IPA grid has a significant impact 
on the interpretation of the findings (Evans & Chon, 1989). Previous crosshair 
placement approaches include using the grand mean  of the scale, the midpoint of the 
scale, or the median of the scale (Oh, 2001). The grand mean is the mean of the 
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average score (composite) of all the items (Field, 2009). The adjustment of the 
crosshair instead of placing it on the axes neutral point allows the setting of a 
standard of quality exceeding neutral points and narrowly recognised priorities 
(Bruyere, Rodriguez, & Vaske, 2002).  
In the present study, all of the 20 activities would have been in the “keep up the 
good work” quadrant if the intersection of the importance and performance 
crosshairs remained at the neutral point (4 for both x and y axis). Thus, following the 
approach of Pike and Ryan (2004), the crosshair points in constructing the IPA grid 
were adjusted using the grand mean values of importance and performance items to 
provide valid interpretation of the data. The grand mean for the importance activity 
items was 5.71, which indicates the validity of the scale items from the perspective 
of the practitioners. The grand mean for the performance activity items was 4.56, 
which is lower than the grand mean for the importance activity items (see Table 4.6). 
This result indicates that the overall performance of the DMO was below what was 
perceived as important by the stakeholders. The Cronbach’s alpha for the 20 activity 
importance and performance items were .93 and .97, respectively, which indicates 
strong reliability of the scales (see Table 4.6). 
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Figure 4.1 IPA grid for DMO activities. 
Note: 1= Develop and promote special events (e.g. festivals); 2= Communicate promotional plans to local businesses; 3= Assist 
& support private sector product development; 4= Conduct market research to define target markets & key competitors; 5= 
Attend consumer & trade travel shows; 6= Use new technologies and internet in communication and marketing; 7= Provide 
networking opportunities inside and outside the  country; 8= Being flexible & responsive; 9= Provide education & training 
opportunities; 10= Attract foreign  investments; 11= Represent local businesses; 12= Involve stakeholders  in decision making; 
13= Raise awareness of the brand among stakeholders; 14= Raise awareness of the brand internationally; 15= Conduct 
familiarisation trips; 16= Develop differentiation strategy; 17= Develop brand & image; 18= Coordinate & cooperate with 
stakeholders; 19= Use the national airline for marketing; 20= Develop new tourism products. 
 
The IPA grid yielded the following results: 
Quadrant I (high importance, low performance): although all of the activities 
were perceived as important and performed well (above mid-point of the scale), no 
activities were positioned in this quadrant with the adjustment of the crosshair using 
the grand means.     
Quadrant II (high importance, high performance):  this quadrant indicated that 
stakeholders valued these activities (e.g. use new technologies and internet in 
communication and marketing, provide networking opportunities inside and outside 
the country, and being flexible & responsive) and were pleased with the DMO’s 
performance. These activities are the key drivers of stakeholder satisfaction, 
indicating that this is where the DMO should ensure it “keeps up the good work”.  
Quadrant III (low importance, low performance): this quadrant indicated that 
the DMO rated low in terms of conducting these activities (e.g. communicate 
promotional plans to local businesses, assist & support private sector product 
 70 Chapter 4: Data Analysis 
development and conduct market research to define target markets & key 
competitors); however, the stakeholders did not perceive these activities to be very 
important. These activities poor performance is apparently not a problem, as they are 
relatively unimportant. Thus, the DMO should consider these activities as a “low 
priority”. However, as there were no activities in Quadrant I where the DMO should 
“concentrate here” and, in particular, the activities of communicate promotional 
plans to local businesses, conduct market research to define target markets & key 
competitors, develop differentiation strategy, coordinate & cooperate with 
stakeholders and assist & support private sector product development were 
positioned very closed to the grand mean of the importance scale, this indicates that 
the DMO should consider improving the performance of these activities. 
Quadrant IV (low importance, high performance): the DMO was judged to be 
doing a good job in conducting these activities (e.g. develop and promote special 
events, attend consumer & trade travel shows and raise awareness of the brand 
internationally); however, the stakeholders attached only slight importance to them. 
These activities can be viewed as areas of performance “possible overkill” and the 
DMO should consider reallocating these resources to Quadrant I.   
4.6 DIFFERENCE BETWEEN OMAN AND DUBAI PERFORMANCES  
Using the data from Question 2 (in which respondent had to evaluate the 
performance of the Oman Ministry of Tourism) and Question 4 (in which 
respondents had to evaluate the performance of the Dubai Department of Tourism 
and Commerce Marketing), a paired-sample t-test was conducted to compare the 
performance of the two DMOs. In both questions, the respondents were asked to 
evaluate the performance of the DMOs based on 20 DMO activities on a seven-point 
scale. Table 4.7 shows the performance means scores of both DMOs presented in 
order of the Oman performance. The results showed that there was a statistical 
difference between the performances of Oman (M= 4.56, SD=.25) and Dubai 
(M=5.07, SD= .27, t(19)=-11, p<.001). The eta square statistic (.57) indicated a large 
effect size (Pallant, 2013).  
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Table 4.7 Oman and Dubai DMO performances  
Activities Oman Dubai 
 Mean S.D. Ranking Mean S.D. Ranking 
Use new technologies and internet in 
communication and marketing 
5.15 2.08 1 5.46 2.18 3 
Develop and promote special events (e.g. 
festivals) 
4.94 1.91 2 5.26 2.21 5 
Being flexible & responsive 4.86 2.1 3 5.24 2.15 6 
Develop new tourism products 4.72 2.11 4 5.62 2.03 1 
Use the national airline for marketing 4.71 2.39 5 4.99 2.37 12 
Provide education & training 
opportunities 
4.69 2.3 6 5.13 2.19 8 
Provide networking opportunities inside 
and outside the  country 
4.69 2.24 7 5.3 2.1 4 
Attract foreign  investments 4.68 2.3 8 5.54 2.24 2 
Develop brand & image  4.64 2.12 9 5.17 2.17 7 
Attend consumer & trade travel shows 4.63 2.15 10 5.09 2.23 10 
Raise awareness of the brand  
internationally  
4.57 2.12 11 5.06 2.18 11 
Represent local businesses  4.54 2.08 12 5.11 2.13 9 
Conduct familiarisation trips 4.49 2.11 13 4.87 2.43 15 
Involve stakeholders  in decision making  4.41 2.19 14 4.59 2.35 20 
Raise awareness of the brand among 
stakeholders 
4.38 2.09 15 4.65 2.31 19 
Develop differentiation strategy  4.34 2.21 16 4.94 2.21 13 
Communicate promotional plans to local 
businesses  
4.3 2.06 17 4.86 2.27 16 
Coordinate & cooperate with stakeholders 4.26 2.13 18 4.81 2.29 17 
Conduct market research to define target 
markets & key competitors 
4.2 2.12 19 4.8 2.19 18 
Assist & support private sector product 
development 
4.19 2.05 20 4.94 2.19 14 
 
In general, the results were positive for both DMOs, with the means scores for 
all performance items above the scale midpoint of 4 (see Figure 4.3). However, the 
means scores of Dubai’s performance were greater than the means scores of Oman’s 
performance, indicating that Dubai performed better in all of the DMO activities. 
Both DMOs, Oman (M=5.15, SD=2.08), Dubai (M=5.46, SD= 2.18) performed better 
in use new technologies and internet in communication and marketing. However, 
while this activity was the best activity performed by the Oman DMO, it ranked as 
the third best activity performed by the Dubai DMO. The second top two 
performance activities for Oman were develop and promote special events (M=4.94, 
SD=1.91) and being flexible & responsive (M= 4.86, SD=2.1). Dubai performed 
better in develop new tourism products (M=5.62, SD=2.03) and attract foreign 
investments (M=5.54, SD=2.24), ranked 1st and 2nd respectively.  
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Respondents indicated that both DMOs performed low in communicate 
promotional plans to local businesses (ranked 17th for Oman, 16th for Dubai), 
coordinate & cooperate with stakeholders (ranked 18th for Oman, 17th for Dubai), 
and conduct market research to define target markets & key competitors (ranked 19th 
for Oman, 18th for Dubai). The lowest activity performed by Oman was assist and 
support private sector product development (M=4.19, SD=2.054), while involve 
stakeholders in decision making (M= 4.59, SD=2.35) was the lowest activity 
performed by Dubai. Figure 4.3 illustrates the difference between the performances 
of the two DMOs.  
 
 
Figure 4.2 Difference in performance of Oman and Dubai. 
Note: 1= Use new technologies and internet in communication and marketing; 2= Develop and promote special events (e.g. 
festivals); 3= Being flexible & responsive, 4=Develop new tourism products; 5= Use the national airline for marketing; 6= 
Provide education & training opportunities; 7= Provide networking opportunities inside and outside the country; 8= Attract 
foreign  investments; 9= Develop brand & image; 10= Attend consumer & trade travel shows; 11= Raise awareness of the 
brand internationally; 12= Represent local businesses; 13= Conduct familiarisation trips; 14= Involve stakeholders in decision 
making; 15= Raise awareness of the brand among stakeholders; 16= Develop differentiation strategy; 17= Communicate 
promotional plans to local businesses; 18= Coordinate & cooperate with stakeholders, 19= Conduct market research to define 
target markets & key competitors; 20= Assist & support private sector product development 
 
4.7 SATISFACTION LEVEL AMONG SAMPLE GROUPS 
A one-way between groups analysis of variance (ANOVA) was conducted to 
assess the impact of business size, age, and location (independent variables) on the 
level of satisfaction (dependent variable). Demographic and geographic segmentation 
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variables showed whether different market segments had varied responses on 
specific attributes under the study (Evans & Chon, 1989) or increased internal 
validity (Rodriguez-Melo & Mansouri, 2011). ANOVA was used to explore the 
differences among means for the different groups of the population (Malhotra, 2008). 
Three tests were conducted for each independent variable as follows.  
The first ANOVA test was conducted using satisfaction as the dependent 
variable and business size (consisting of three groups, small, medium, and large) as 
the factor (independent variable) using Hochberg’s GT2 post hoc analysis, as the 
group sizes were unequal (Allen & Bennett, 2012). The skewness and kurtosis 
statistics of all the three groups were close to zero, indicating that the three groups 
were approximately normal. However, the Shapiro-Wilk test of normality indicated 
that the large businesses group was normally distributed, whereas the other two 
groups (small and medium) were not normally distributed (p<.05). However, the 
violation of normality assumption should not cause any problems as ANOVA usually 
robust the violation of normality assumption (Pallant, 2013). Levene’s statistics was 
non-significant, F(2,90)=2.03, p= .137; thus, the assumption of homogeneity of 
variance was not violated. The ANOVA was statistically non-significant, indicating 
that satisfaction was not influenced by the business size, F(2,90)=1.63, p=.200 (see 
Table 4.8). Thus, further post hoc analysis was not inspected as there was no 
statistically significant difference between the groups.  
 
Table 4.8 One-way analysis of variance of business size by satisfaction level. 
Source SS df MS F p 
Between groups 8.61 2 4.30 1.63 .20 
Within groups 236.46 90 2.62   
Total 245.07 92    
Note: SS= Sum of squares, MS= Mean square 
 
 
The second ANOVA test was conducted using satisfaction as the dependent 
variable and business age (consisting of three groups, less than 3 years, between 3-5 
years, more than 5 years) as the factor (independent variable) using Hochberg’s GT2 
post hoc analysis, as the group sizes were unequal. The skewness and kurtosis 
statistics of all the three groups were close to zero, indicating that the three groups 
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were approximately normal. However, the Shapiro-Wilk test of normality indicated 
that the more than 5 years old businesses group was normally distributed (p>.05) 
whereas the other two groups (less than 3 years and between 3-5 years) were not 
normally distributed (p<.05). Levene’s statistics was non-significant, F(2,86)=.73, p= 
.482; thus, the assumption of homogeneity of variance was not violated. The 
ANOVA was statistically non-significant, indicating that satisfaction was not 
influenced by how many years the businesses have been operating, F(2,87)=1.70, 
p=.188 (see Table 4.9). Thus, further post hoc analysis was not inspected as there 
was no statistically significant difference between the groups.  
 
Table 4.9 One-way analysis of variance of business age by satisfaction level. 
Source SS df MS F p 
Between groups 9.20 2 4.60 1.70 .18 
Within groups 235.42 87 2.76   
Total 244.63 89    
Note: SS= Sum of squares, MS= Mean square 
 
 
Finally, ANOVA was used to assess the impact of business location (factor) on 
the satisfaction level (dependent variable) of the stakeholders. The independent 
variable consisted of five categories that did not have equal sample size. Thus, 
ANOVA with planned comparison analysis was conducted to investigate whether the 
satisfaction level differed from the businesses located in the capital city, Muscat, 
where the DMO’s head office is located, from those business located in the other 
regions. The largest sample from Muscat, the capital city, was coded as -4, whereas 
the other locations (Dhofar, Al Buraymi, A'Dakhiliyah and A'Dhahirah) were coded 
as 1. ANOVA was conducted using Hochberg’s GT2 post hoc analysis, as the group 
sizes were unequal. 
Inspection of Shapiro-Wilk statistics indicated the groups of Muscat and 
A'Dakhiliyah were not normally distributed, whereas the other three groups (Dhofar, 
Al Buraymi and A'Dhahirah) were normally distributed. Levene’s statistics was non-
significant, F (4,90)=.20 p= .936, thus the assumption of homogeneity of variance 
was not violated. 
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The ANOVA was statistically non-significant, indicating that satisfaction level 
did not differ from one region to another, F(4,90)=1.22, p=.308 (see Table 4.10). 
Thus, further post hoc analysis was not inspected as there was no statistically 
significant difference between the groups. 
 
Table 4.10 One-way analysis of variance of business location by satisfaction 
level. 
Source SS df MS F p 
Between groups 13.35 4 3.33 1.22 .308 
Within groups 246.35 90 2.73   
Total 259.70 94    
Note: SS= Sum of squares, MS= Mean square 
 
4.8 MEDIATING ROLE OF ENGAGEMENT 
To test the mediation effect and investigate the study hypotheses, an approach 
underlined by Baron and Kenny (1986) was followed. Three steps were conducted to 
test the mediation effect of stakeholder engagement on the relationship between the 
DMO’s performance and stakeholder satisfaction. In the first step, the correlations 
between the three variables were examined. Next, three regression analyses were 
conducted. Finally, the Sobel test was used to evaluate the significance of the 
mediation effect.  
Prior to investigating the mediation effect, an inspection of the scatterplot of 
the standardised residuals against standardised predicted values and the normal 
probability plot of standardised residuals indicated the assumption of normality, 
linearity, and homoscedasticity of residuals were met (Allen & Bennett, 2012). 
Mahalanobis distance did not exceed the critical χ2 for df= 2 (at α = .001) of 13.82 
for any cases in the data file, except for one case (case no 20, with a value of 23.22), 
which could be ignored as it is usual for a few outliers to appear; thus, the 
multivariate outliers were not of concern (Pallant, 2013). The relatively high 
tolerance (.63, above the cut-off value of .10) and the variance inflation factor (VIF) 
value of 1.58 (below the cut-off of 10) for the two predictors in the final regression 
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model indicated that multi-collinearity would not interfere with the ability to 
interpret the outcome of the regression analysis (Field, 2009). 
Before testing the mediation effect, Baron and Kenny (1986) suggested that a 
mediation model should not be tested unless there is a significant relationship 
between the predictor (performance), the mediator (engagement), and the outcome 
(satisfaction). Thus, the relationship between the three variables was investigated 
using Pearson’s correlation coefficient (see Table 4.11). The results show that the 
overall correlations of the variables were strong (Cohen, 1988), indicating that multi-
collinearity was not a serious threat to the analyses (Hair et al., 2010). In particular, 
the predictor variable (performance) was significantly related to both the proposed 
mediator (engagement) r= .60, p< .01 and the outcome variable (satisfaction) r= .57, 
p< .01 (see Table 4.11). Additionally, engagement was significantly related to 
satisfaction (r= .79, p< .01). After ensuring that the pairs of variables in the model 
were significantly related to each other in bivariate analyses, the mediation model 
was tested.  
 
Table 4.11 Means, standard deviation, reliability and correlations of study 
variables (N= 100)  
Variables Mean SD α 1 2 
1. Performance 4.57 1.78 .97   
2. Engagement  4.29 1.60 .95 .60**  
3. Satisfaction 4.78 1.67 .93 .57** .79** 
** p< .01 
 
Following the procedure underlined by Baron and Kenny (1986), three 
regression equations were conducted to test the linkages of the mediational model. 
First, the outcome variable (satisfaction) was regressed on the predictor variable 
(performance), ignoring the mediator (engagement). The results of this regression 
provided the path coefficient for the path denoted c in Figure 4.2. The results of this 
step showed that performance was significantly related to satisfaction with a 
standardised coefficient of (β = .57, p<.001), representing that hypothesis H1 “A high 
level of perceived performance will be positively related to a high level of 
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stakeholder satisfaction” was substantiated (see Table 4.11). Thus, the overall effect 
of performance on satisfaction was statistically significant. In the second step, a 
regression was performed to predict the mediating variable (engagement) from the 
predictor variable (performance). The results of this regression provided the path 
coefficient for the path denoted a in Figure 4.2. The coefficient table of this step 
showed that the standardised a path coefficient was significant (β = .60, p<.001).  
 
Figure 4.3 Illustration of the mediation effect.  
Adapted from Baron and Kenny (1986) 
 
In the third step, a regression was performed with both the predictor variable 
(performance) and the mediator (engagement) predicting the outcome (satisfaction), 
indicating path b (the effect of the mediator with the outcome), and path c’ (the effect 
of the predictor variable with the outcome) in Figure 4.2. The results of this step 
showed that both performance and engagement significantly predicted satisfaction 
with a standardised coefficient of (β = .15, p=.05) and (β = .70, p<.001), respectively 
(see Table 4.12). In combination, the two predictor variables explained 64% of the 
variance in the outcome variable (Adj. R2= .64, F (2, 97) = 89.97, p>.001). Most 
importantly, the effect of performance and satisfaction (path c’) was weaker in this 
analysis (β = .15, p=.05) compared to the direct effect (path c) (β = .57, p<.001). Full 
mediation occurs when the effect of the predictor variable on the outcome variable 
while controlling the mediator (path c’, from the third step), decreases to zero 
(compared to path c, from the first step) (James & Brett, 1984). Partial mediation 
occurs when the total effect (path c) of performance on satisfaction is significantly 
reduced upon the addition of a mediator to the model. Thus, these regression results 
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suggest partial mediation of engagement on the relationship between performance 
and satisfaction.  
 
Table 4.12 Results of the three step regression analysis 
Variables β  SE t-value p-value 
Step 1 (path c)     
Performance          Satisfaction .57 .07 7.03 .000 
Adj.R2  .32    
     
Step 2 (path a)     
Performance          Engagement .60 .07 7.57 .000 
Adj.R2 .36    
     
Step 3 (path b & c’)     
Performance          Satisfaction  .15 .07 1.98 .050 
Engagement          Satisfaction .70 .07 9.33 .000 
Adj.R2 .64   
**p =.05, ***p < .001. 
 
To assess the significance of the mediating effect of stakeholder satisfaction, a 
Sobel test was conducted. A Sobel test is a statistically rigorous method by which 
mediation hypotheses may be examined (Preacher & Hayes, 2004). Sobel (1986) 
provided the following formula to calculate the standard error of the indirect effect:  
(SEab): SEab= (b2 sa2 + a2 sb2) 
Using the previous regression analysis, the standard errors of a (the effect of 
the predictor variable on the mediator) and b (the effect of the mediator on the 
outcome variable) are represented by sa and sb, respectively. Further, the z value for 
the Sobel test is calculated by dividing the value of a*b by SEab (Preacher & Hayes, 
2004). The indirect effect (ab) is judged to be statistically significant if z is greater 
than +1.96 or less than –1.96 (Preacher & Hayes, 2004). Thus, the results of the 
Sobel test (z=6.46, p<.001) support the analyses by confirming the existence of a 
mediation effect of engagement over performance and satisfaction. Thus, hypothesis 
H2 “A high level of engagement will mediate the relationship between the perceived 
performance and the stakeholder’s satisfaction, such that stakeholders who are more 
engaged with the activities performed by the DMO are more likely to be satisfied” 
was substantiated.  
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4.9 CORRELATION BETWEEN DMO ACTIVITIES AND SATISFACTION 
As the previous regression results validated that DMO activity performance 
leads to stakeholder satisfaction, correlation analysis was conducted to investigate 
which activity in particular contributed highly to stakeholder satisfaction. Prior to 
calculating the correlation coefficient, the assumptions of normality, linearity, and 
homoscedasticity were assessed using the Shapiro-Wilk test and linearity scatterplot, 
and found to be violated. Spearman’s Rho is suggested to be used to assess the 
correlations instead of Pearson’s product-moment correlation, when the assumption 
of normality and linearity cannot be met (Allen & Bennett, 2012). Thus, Spearman’s 
Rho (rs) was calculated to assess the relationship between the DMO’s activities and 
stakeholder satisfaction. Table 4.13 shows that the overall correlations of the 
variables were positively medium to strong, ranging between .58 and .37 (Cohen 
1988). In particular, the first seven activities shown in the table were highly 
correlated to stakeholder satisfaction (rs ≥ .5, p<.001), while the activities of attend 
consumer & trade travel shows and use the national airline for marketing had the 
lowest correlation (rs = .38, p<.001) with stakeholder satisfaction.  
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Table 4.13 Correlation between DMO activities and stakeholder satisfaction 
(N=100) 
n Activities Mean SD Satisfaction 
1 Develop new tourism products 4.72 2.11 .57** 
2 Communicate promotional plans to local 
businesses  4.30 2.06 .54** 
3 Raise awareness of the brand 
internationally  4.57 2.12 .52** 
4 Conduct market research to define target 
markets & key competitors 4.20 2.12 .51** 
5 Develop brand & image  4.64 2.12 .51** 
6 Coordinate & cooperate with 
stakeholders 4.26 2.13 .51** 
7 Being flexible & responsive 4.86 2.10 .50** 
8 Raise awareness of the brand among 
stakeholders 4.38 2.09 .49** 
9 Represent local businesses  4.54 2.08 .48** 
10 Assist & support private sector product 
development 4.19 2.05 .46** 
11 Provide education & training 
opportunities 4.69 2.30 .46** 
12 Develop differentiation strategy  4.34 2.21 .45** 
13 Involve stakeholders  in decision making 4.41 2.19 .45** 
14 Conduct familiarisation trips 4.49 2.11 .44** 
15 Attract foreign  investments 4.68 2.30 .44** 
16 Develop and promote special events 
(e.g. festivals) 4.94 1.91 .43** 
17 Use new technologies and internet in 
communication and marketing 5.15 2.08 .42** 
18 Provide networking opportunities inside 
and outside the  country 4.69 2.24 .40** 
19 Attend consumer & trade travel shows 4.63 2.15 .38** 
20 Use the national airline for marketing 4.71 2.39 .38** 
**p<.001 
 
When comparing these results with the results of Section 4.5, both activities of 
develop new tourism products and being flexible & responsive were perceived as 
highly important and also contributed strongly to stakeholder satisfaction. It is also 
interesting to note that the activities of coordinate & cooperate with stakeholders and 
conduct market research to define target markets & key competitors contributed 
relatively highly to stakeholder satisfaction; however, stakeholders indicated that 
these two activities were performed poorly by the Oman DMO.  
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In line with the correlation results, the IPA grid (Section 4.5) showed that 
develop new tourism products was also indicated as a highly important and highly 
performed activity. However, although the activities of use new technologies and 
internet in communication and marketing, provide networking opportunities inside 
and outside the country, provide education & training opportunities, attract foreign  
investments, and represent local businesses were perceived as highly important and 
highly performed by the stakeholders, these activities were only moderately related 
to stakeholder satisfaction.  
4.10 CONCLUSION  
The statistical results of the online and paper-based surveys were reported in 
this chapter. First, the data were cleaned and missing data was replaced using the EM 
approach to ensure the accuracy of the results. Further, the sample characteristic 
analysis showed that the majority of the stakeholders were located in the capital city. 
In addition, most of the respondents were restaurants and small businesses that had 
spent more than five years in the industry.  
The IPA showed that overall the Oman DMO performed positively well; 
however, it was below what was perceived as important by the stakeholders. 
Additionally, the comparison of the Oman and Dubai performances indicated that the 
competitor destination, Dubai, performed the DMO activities better than Oman. 
Further, the finding of the ANOVA test suggested that there was no difference 
of satisfaction level among the sample groups. Based on the test of hypotheses, the 
research problem was confirmed using correlations, regressions, and Sobel’s test. 
The two hypotheses were supported. The results are interpreted in Chapter 5, along 
with the contributions and limitations of this study.  
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Chapter 5: Discussion and conclusion 
5.1 INTRODUCTION 
This chapter provides the discussion and conclusions of the research findings 
and consists of 6 sections. Section 5.2 presents the conclusions about the hypotheses. 
Section 5.3 details both the theoretical and practical contributions of this study. The 
limitations of this study are discussed in Section 5.4, while recommendations for 
future research are provided in Section 5.5. Finally, the conclusion of this study is 
presented in Section 5.6. 
5.2 CONCLUSIONS ABOUT HYPOTHESES 
This study aimed to address the research question “To what extent does 
stakeholder engagement mediate the relationship between the DMO’s performance 
and the stakeholder’s satisfaction with the DMO’s performance?”. The conceptual 
framework for this study developed in Section 2.5 was based on a review of the 
relevant literature and research on DMOs and customer satisfaction. Online and 
paper-based surveys were employed, and two hypotheses were tested in this study to 
gain a better understanding of the stakeholder’s satisfaction with the DMO’s 
performance.  
The research findings are discussed based on the hypotheses outlined in Table 
5.1. The two hypotheses with regard to stakeholder satisfaction with the DMO’s 
performance were supported (H1 and H2); therefore, the DMO’s performance was a 
predictor of stakeholder satisfaction, and stakeholder engagement mediated the 
relationship between stakeholder satisfaction and the DMO’s performance.  
 
Table 5.1 Summary of study hypotheses 
No  Research hypothesis  Results 
H1 A high level of perceived performance will be positively related to a 
high level of stakeholder satisfaction. 
Supported  
H2 A high level of engagement will mediate the relationship between 
perceived performance and stakeholder satisfaction, such that 
stakeholders who are more engaged with the activities performed by 
the DMO are more likely to be satisfied. 
Supported  
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Previous research focused on tourist satisfaction with the DMO’s performance, 
(Baloglu et al., 2004; Chang et al., 2012; Chung & Petrick, 2013; Eusébio & Vieira, 
2013; Matzler et al., 2004). However, Pike and Page (2014) suggested that there has 
been little research investigating the relationships between DMO performance and 
stakeholder’s perceptions. Hence, this study attempted to fill the research gap by 
empirically testing the relationship between DMO performance and stakeholder 
satisfaction.  
The data analysis provides support for H1, which predicted that a high level of 
perceived performance will be positively related to a high level of stakeholder 
satisfaction. The relationship between the DMO’s performance and stakeholder 
satisfaction was strongly positive. This result is consistent with previous research, 
including Bornhorst et al. (2010) and Selin and Myers' (1998) studies. As perceived 
performance tends to satisfy stakeholders, it is important that the DMO focuses on 
the activities that enhance the stakeholder’s satisfaction level, such as develop new 
tourism products and communicate promotional plans to local businesses, which 
correlated highly with stakeholder satisfaction.  
Another path that that was expected in the proposed model was the relationship 
between engagement and satisfaction. The results indicate a strongly significant 
relationship between engagement and satisfaction. This result is consistent with 
previous research, including d'Angella and Go (2009) and Selin and Myers' (1998) 
studies. Engagement also partially mediates some of the effects of DMO 
performance and stakeholder satisfaction. Thus, H2, which predicted that a high level 
of engagement will mediate the relationship between perceived performance and 
stakeholder satisfaction, such that stakeholders who are more engaged with the 
activities performed by the DMO are more likely to be satisfied, was supported.  
The stakeholder satisfaction model outlined in the conceptual framework was 
corroborated. Therefore, it can be said that the stakeholder’s overall satisfaction was 
determined by the DMO’s performance and the stakeholder’s engagement. In 
addition, the newly proposed direct path from stakeholder engagement to stakeholder 
satisfaction was shown to be significant. Thus, stakeholder engagement was also a 
direct antecedent of stakeholder satisfaction. The mediating relationship between the 
DMO’s performance and the stakeholder’s satisfaction has implications for the 
management of DMOs. The level of engagement a stakeholder has in the DMO’s 
 84 Chapter 5: Discussion and conclusion 
performance affects their satisfaction toward the DMO’s performance and ultimately 
the destination competiveness. Thus, when developing strategies for destination 
marketing, it is important to focus on increasing the stakeholder’s engagement level.  
5.3 IMPLICATIONS FOR THEORY AND PRACTICE 
5.3.1 Implications for theory 
This study makes three important contributions to the research literature by 
providing an improved understanding of a conceptual foundation for stakeholder 
satisfaction in the field of DMO literature. First, customer satisfaction theory, which 
has been used to provide an explanation of customer satisfaction with perceived 
performance, was applied to the DMO context. Several researchers found that 
perceived performance strongly influences customer satisfaction (Baloglu et al., 
2004; Patterson et al., 1996; Tse & Wilton, 1988). This study supports the theory and 
extends the findings of prior research to stakeholder’s context, as it was found that 
perceived performance also effects stakeholder satisfaction. However, the DMO 
attributes or activities that contribute to satisfaction differ from the tourist to the 
stakeholder perspective. For instance, while basic services, accessibility, and 
attraction are attributes that contribute to tourist satisfaction (Eusébio & Vieira, 
2013), this study indicated that development of new tourism products and 
communicating promotional plans to local businesses are some of the activities that 
affect stakeholder satisfaction.  
Second, this research extends the satisfaction theory and proposes engagement 
as a mediator to test the relationship between DMO performance and stakeholder 
satisfaction. The findings of this research show that the stakeholder’s engagement 
significantly partially mediates the relationship between DMO performance and 
stakeholder satisfaction. This study assists researchers to understand how engaging 
stakeholders with the activities conducted by the DMO might increase the 
stakeholder’s satisfaction level.  
Third, the study adds to the limited literature regarding DMO performance and 
stakeholder perception. In addition, the study contribution is valuable in that this is 
the first attempt at studying DMO performance in Middle East countries. In 
particular, this research provides the first measures of stakeholder satisfaction with 
the DMO performance in Oman. Furthermore, the study offers important 
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implications for DMOs with similar context to understand how engagement might 
influence the satisfaction level of stakeholders. 
5.3.2 Implications for practice 
Although the results from this research cannot be generalised due to the small 
sample size, they allow the recognition of some features to which DMOs should pay 
attention. First, not only is it essential to assess the DMO’s performance for 
destination competiveness, but it is also crucial that the DMOs assess the 
stakeholder’s satisfaction level. The study offers 20 DMO activities that contribute to 
stakeholder satisfaction. In addition, the IPA grid provides the practitioner with a 
performance analysis method that can be easily understood and help to develop 
marketing strategies for the destinations. DMO managers should keep up the good 
work were activities are rated as highly important and high performance, such as use 
new technologies and internet in communication and marketing, provide networking 
opportunities inside and outside the country, and being flexible & responsive). 
However, the DMO should concentrate on the activities that stakeholders rated as 
highly important and low performance. Regardless of no activities being positioned 
in the low importance and low performance quadrant, it is also suggested that the 
DMO improve these activities, especially the activities located very close to the high 
importance and low performance quadrant, such as communicate promotional plans 
to local businesses, conduct market research to define target markets & key 
competitors, develop differentiation strategy. The DMO should also consider 
reallocation of the resources devoted to activities such as attend consumer & trade 
travel shows and use the national airline for marketing, to the activities that yield 
stakeholder satisfaction.  
In addition, reviewing the stakeholders comments about any aspects of tourism 
(the open-ended question) highlighted that several areas need to be improved by the 
Oman DMO. Many respondents indicated the Oman DMO should improve the 
tourism attraction and conduct more festivals. Others assert the need for promoting 
Oman as a tourist destination in the global market. Moreover, some stakeholders 
stated that the Oman DMO should provide more “flexible” regulation to attract more 
investments and more tourists e.g. “open visa”.   
Second, the study findings indicated that the Oman DMO performed generally 
well and the stakeholders were quite satisfied with their performance. However, a 
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comparison with a competing DMO, Dubai, showed that Dubai performed the DMO 
activities better than Oman. It is suggested that the Oman DMO should learn from its 
neighbour and improve its performance. For example, a group of experts from the 
Oman DMO could visit the Dubai DMO and expose the areas of strength of the 
Dubai DMO’s performance. For instance, a stakeholder stated, “there should be 
more brand awareness made globally. When you ask tourist outside about Oman lots 
of them don’t know Oman. But when you mention Dubai they know Dubai. So we 
have to use Dubai as a reference point, like Oman is few hours’ drive, or 1 hour 
flight from Dubai”.  
Third, satisfaction levels did not differ among different sample groups in terms 
of the business type, size, and how many years it had spent in the industry. This 
indicates that the DMO should not prioritise any business segment and ensure the 
satisfaction of all stakeholders, as they are all important in supplying the tourism 
experience.  
Fourth, the results of the study indicate that engagement is a very important 
factor in understanding stakeholder satisfaction, as it has strong direct effects on both 
DMO performance and overall stakeholder satisfaction. This means that DMOs that 
wish to modify stakeholder satisfaction levels need to understand the level of 
engagement their stakeholders have with the DMO’s activities. Furthermore, DMO 
managers should recognise that stakeholder engagement is not a replacement for 
good performance, rather it enhances the stakeholder’s satisfaction with the DMO’s 
performance.  
5.4 RESEARCH LIMITATIONS  
There are some limitations associated with this study. The first limitation was 
the 12% response rate of the online survey. The low response rate can raise issues 
relating to non-response bias. However, it is typical behaviour of a business sample 
to non-respond (Sheehan & McMillan, 1999). The response rate was initially 2%, 
and this was then increased to 12% through follow-up email reminders. In addition, a 
paper-based survey was used to increase the response rate. The effect of the response 
rate was a smaller usable sample size than expected. To overcome this limitation in 
future business research, and increase the response rate, a reminder phone call or 
email could be made to the non-respondents. In addition, offering incentives for 
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respondents, such as receiving a voucher, could increase the response rates. 
Moreover, using another survey instrument, such as paper-based (as was the case in 
this study) would also solve the low response rate problem. Although these methods 
would increase the cost of conducting the survey, they should yield higher 
participation.  
Another limitation of the study is the sample representativeness. Although the 
research was conducted using two survey instruments, several constraints occurred 
within both of the methods. First, for the online survey, not all the tourism businesses 
provided their email address in the Ministry of Tourism directory. An email address 
was required to send the survey invitation to the respondents. Second, for the paper-
based survey, only the businesses located in four main regions were approached due 
to time and money constraints. To overcome this limitation and allow 
generalisability to a larger population, the Ministry of Tourism officials should 
update their tourism businesses directory and include the email addresses of the 
businesses. In addition, the sample could be drawn from all nine regions to generate 
a representative sample of the tourism industry. Therefore, the findings would be 
generalisable over the general population. 
Additionally, there was no national tourism sector database available (with the 
exception of accommodation and attraction) to compare and generalise the study 
sample characteristics to the general population. This is due to not all of the types of 
tourism businesses being governed by the Ministry of Tourism (e.g. restaurants and 
shopping centres operate under the Ministry of Commerce and Industry Regulations). 
To overcome this limitation, the tourism officials should provide a national database 
including the various tourism businesses.  
Another limitation related to the study scales. While factor analysis is 
extensively used in the development of scales by reducing a large number of related 
variables to a coherent scale, factor analysis could not be used due to the small 
sample size of the present study. Although the findings indicated a good reliability of 
the current scales, using factor analysis enables refining of the scales by reducing the 
number of the items. To overcome this limitation, the sample size should be 
increased to 10 cases for each item to be analysed using factor analysis.  
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5.5 FUTURE RESEARCH 
Despite the limitations raised, this research makes a valuable contribution to 
DMO theory and practice. A number of limitations discussed here provide 
opportunities to extend this current study. Given that this research was conducted in 
a developing country, Oman, there are opportunities to further test the proposed 
model in other countries, developed and developing. Applying the model to other 
countries could be conducted to identify differences in paths due to cultural effects or 
the different types of DMOs (e.g. government, private, or quasi-government 
organisation). In addition, the model could be tested from a tourist perspective. Such 
studies would either increase the generalisability of the model if the evidence is 
supportive, or provide alternative models for DMOs. 
The study constructs (performance, engagement, and satisfaction) were 
measured using all of the items of the scales due to the small sample size. Although 
the study scales indicated an acceptable level of reliability, there is a scope for future 
research to refine these scales using factor analysis with a larger sample size. The 
theoretical and practical value of the model, along with the reliability of its variables, 
could be significantly improved through further qualitative and quantitative research. 
In addition, the use of structural equation modelling (SEM) has the potential to 
provide a more comprehensive picture of the relationships between the different 
variables employed in mediation analysis. SEM may also facilitate working with 
latent constructs and measuring the direct and indirect relationships between the 
constructs.  
5.6 CONCLUSION  
This chapter discussed the findings of this study in order to provide an answer 
to the research question “To what extent does stakeholder engagement mediate the 
relationship between the DMO’s performance and the stakeholder’s satisfaction with 
the DMO’s performance?”. The research question was addressed by applying 
theories of customer satisfaction, in particular, the performance-only model, to 
investigate the relationship between DMO performance, engagement, and overall 
satisfaction. The study employed online and paper-based survey instruments. The 
study offers implications for both researchers and practitioners. The limitations of 
this study are identified as comprising the issues of the generalisability of the 
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findings, as well as the low response rate of business samples. Future research 
opportunities are outlined in this chapter.  
There have only been a few prior studies in the DMO literature evaluating the 
DMO’s performance from a stakeholder perspective (Pike & Page, 2014). In 
addition, previous studies have not introduced the concept of engagement into the 
expectancy-disconfirmation paradigm, although it was highlighted by several authors 
(Bornhorst et al., 2010; d'Angella & Go, 2009; Selin & Myers, 1998). Therefore, this 
study has provided an important foundation upon which to create a better 
understanding of stakeholder satisfaction with DMO performance and to 
acknowledge the effect of stakeholder engagement on their satisfaction.  
The statistically significant results of this study confirm the theories on 
consumer satisfaction. The findings strongly indicate that engagement is an 
intervening variable between DMO performance and the stakeholder’s overall 
satisfaction. In other words, the DMO’s performance indirectly influences the 
stakeholder’s overall satisfaction through engagement. 
The new conceptual framework presented in this study provides an initial 
understanding of the influence of the stakeholder’s satisfaction on their satisfaction 
level for future research on DMO performance. This study offers future research an 
opportunity to test the model in other contexts in order to build further insights into 
this research area. Furthermore, DMOs can improve their performance based on the 
stakeholder’s engagement with the DMO’s activities so as to assist in increasing 
stakeholder satisfaction, which can bring success to the destination’s 
competitiveness. 
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Appendices  
Appendix 1: Survey instrument 
1. Using these numbers as a guide, please indicate the importance of the following 
activities performed by the Ministry of Tourism. 
Activities conducted by the Ministry of 
Tourism 
1 
Not 
important 
2 
 
3 
 
4 
 
5 
 
6 
 
7 
Very 
important 
Develop and promote special events (e.g. 
festivals) 1 2 3 4 5 6 7 
Communicate promotional plans to local 
businesses  1 2 3 4 5 6 7 
Assist & support private sector product 
development 1 2 3 4 5 6 7 
Conduct market research to define target markets 
& key competitors 1 2 3 4 5 6 7 
Attend consumer & trade travel shows 1 2 3 4 5 6 7 
Use new technologies and internet in 
communication and marketing 1 2 3 4 5 6 7 
Provide networking opportunities inside and 
outside the  country 1 2 3 4 5 6 7 
Being flexible & responsive 1 2 3 4 5 6 7 
Provide education & training opportunities 1 2 3 4 5 6 7 
Attract foreign  investments 1 2 3 4 5 6 7 
Represent local businesses  1 2 3 4 5 6 7 
Involve stakeholders  in decision making  1 2 3 4 5 6 7 
Raise awareness of the brand among stakeholders 1 2 3 4 5 6 7 
Raise awareness of the brand internationally  1 2 3 4 5 6 7 
Conduct familiarisation trips 1 2 3 4 5 6 7 
Develop differentiation strategy  1 2 3 4 5 6 7 
Develop brand & image  1 2 3 4 5 6 7 
Coordinate & cooperate with stakeholders 1 2 3 4 5 6 7 
Use the national airline for marketing 1 2 3 4 5 6 7 
Develop new tourism products 1 2 3 4 5 6 7 
Overall, how important are the marketing 
activities conducted by the Ministry of Tourism 
for your business? 
1 2 3 4 5 6 7 
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2. Using these numbers as a guide, please indicate how well the Ministry of Tourism 
performs these activities. 
Activities conducted by the Ministry of 
Tourism  
0 
Don’t 
know 
1 
Poor 
2 
 
3 
 
4 
 
5 
 
6 
 
7 
Very 
well 
Develop and promote of  special events (e.g. 
festivals) 0 1 2 3 4 5 6 7 
Communicate promotional plans to local 
businesses  0 1 2 3 4 5 6 7 
Assist & support private sector product 
development 0 1 2 3 4 5 6 7 
Conduct market research to define target 
markets & key competitors 0 1 2 3 4 5 6 7 
Attend consumer & trade travel shows 0 1 2 3 4 5 6 7 
Use new technologies and internet in 
communication and marketing 0 1 2 3 4 5 6 7 
Provide networking opportunities inside and 
outside the  country 0 1 2 3 4 5 6 7 
Being flexible & responsive 0 1 2 3 4 5 6 7 
Provide education & training opportunities 0 1 2 3 4 5 6 7 
Attract foreign  investments 0 1 2 3 4 5 6 7 
Represent local businesses  0 1 2 3 4 5 6 7 
Involve stakeholders  in decision making  0 1 2 3 4 5 6 7 
Raise awareness of the brand among 
stakeholders 0 1 2 3 4 5 6 7 
Raise awareness of the brand internationally  0 1 2 3 4 5 6 7 
Conduct familiarisation trips 0 1 2 3 4 5 6 7 
Develop differentiation strategy  0 1 2 3 4 5 6 7 
Develop brand & image  0 1 2 3 4 5 6 7 
Coordinate & cooperate with stakeholders 0 1 2 3 4 5 6 7 
Use the national airline for marketing 0 1 2 3 4 5 6 7 
Develop new tourism products 0 1 2 3 4 5 6 7 
Overall, how is the performance of the 
marketing activities conducted by the 
Ministry of Tourism? 
0 1 2 3 4 5 6 7 
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3. Using these numbers as a guide, please indicate the degree to which you agree or 
disagree with each of the following statements in relation to your experience with 
the Ministry of Tourism. 
Statement 
1 
Strongly 
disagree 
2 3 4 5 6 
7 
Strongly 
agree 
They kept me  informed about their decisions  1 2 3 4 5 6 7 
They want me to communicate with them. 1 2 3 4 5 6 7 
They provide opportunities for me to comment on 
their decisions. 1 2 3 4 5 6 7 
They listen to my opinions. 1 2 3 4 5 6 7 
They listen to my concerns and responds to them  1 2 3 4 5 6 7 
They respond to my concerns        
They involve me when making decisions 1 2 3 4 5 6 7 
They incorporate my feedback in their decisions 1 2 3 4 5 6 7 
They make changes to their decisions if I don’t 
agree with them. 1 2 3 4 5 6 7 
They allow me to make decisions. 1 2 3 4 5 6 7 
I am satisfied with the Ministry’s effort toward 
involving me in the decision making process 1 2 3 4 5 6 7 
I am satisfied with the Ministry’s effort toward 
involving me in the marketing strategy 1 2 3 4 5 6 7 
I feel good about the Ministry’s performance  1 2 3 4 5 6 7 
Overall, I am satisfied with the Ministry of 
Tourism 1 2 3 4 5 6 7 
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4. Using these numbers as a guide, please indicate how well does the Dubai 
Department of Tourism and Commerce Marketing perform these activities. 
Activities conducted by Dubai Department of 
Tourism and Commerce Marketing  
0 
Don’t 
know 
1 
Poor 
2 
 
3 
 
4 
 
5 
 
6 
 
7 
Very 
well 
Develop and promotion of  special events (e.g. 
festivals) 0 1 2 3 4 5 6 7 
Communicate promotional plans to local businesses  0 1 2 3 4 5 6 7 
Assist & support private sector product development 0 1 2 3 4 5 6 7 
Conduct market research to define target markets & 
key competitors 0 1 2 3 4 5 6 7 
Attend consumer & trade travel shows 0 1 2 3 4 5 6 7 
Use new technologies and internet in communication 
and marketing 0 1 2 3 4 5 6 7 
Provide networking opportunities inside and outside 
the  country 0 1 2 3 4 5 6 7 
Being flexible & responsive 0 1 2 3 4 5 6 7 
Provide education & training opportunities 0 1 2 3 4 5 6 7 
Attract foreign  investments 0 1 2 3 4 5 6 7 
Represent local businesses  0 1 2 3 4 5 6 7 
Involve stakeholders  in decision making  0 1 2 3 4 5 6 7 
Raise awareness of the brand among stakeholders 0 1 2 3 4 5 6 7 
Raise awareness of the brand internationally  0 1 2 3 4 5 6 7 
Conduct familiarisation trips 0 1 2 3 4 5 6 7 
Develop differentiation strategy  0 1 2 3 4 5 6 7 
Develop brand & image  0 1 2 3 4 5 6 7 
Coordinate & cooperate with stakeholders 0 1 2 3 4 5 6 7 
Use the national airline for marketing 0 1 2 3 4 5 6 7 
Develop new tourism products 0 1 2 3 4 5 6 7 
Overall, how is the performance of the marketing 
activities conducted by the Dubai Department of 
Tourism and Commerce Marketing? 
0 1 2 3 4 5 6 7 
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5. Business Location. (tick one of the following answers) 
 
- Muscat 
- Dhofar 
- Musandam 
- Al Buraymi 
- Al Batinah 
- A'Sharqiyah 
- A'Dakhiliyah 
- A'Dhahirah 
- Al Wasta 
 
6. Business ownership: (please tick one of the following answers) 
- Private 
- Government 
- Quasi-government ( government + private) 
 
7. Business Type: (please tick one of the following answers)  
- Accommodation  
- Travel agent 
- Restaurant 
- Shopping centre 
- Attraction (Museums, parks,  
- Car retail 
- Financial (banks, insurance, money exchange) 
- Others. please specify (. _______________________ ) 
 
8. Business Size: (please tick one of the following answers) 
- Small (less than 10 employees) 
- Medium ( between 10 to 99  employees) 
- Large ( 100 or more employees) 
 
9. Business age: (please tick one of the following answers) 
- Less than 3 years old. 
- 3- 5 years old  
- More than 5 years old 
 
10. Your position in the company:  ________________________________ 
 
11. Are there any other comments you would like to make about any aspect of 
tourism? 
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________ 
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Appendix 2: Ministry of Tourism “No Objection Letter” 
 
 
